nk 


New York, Nov. 2—The theme 
the annual eastern conference of 
@ American Assn. of Advertis- 
ng Agencies which ended yester- 
ay was “Advertising in an Emer- 
lency Period.” 

But almost none of the speakers 
irectly touched on the emergency 
except for the speeches of Fair- 
ax M. Cone, Four A’s chairman, 
nd Frederic R. Gamble, associ- 
tion president, both of which 
ave been previously delivered 
Band reported) at midwestern and 
Jest Coast meetings. Those who 
id dealt with it gingerly, since 
many lines business is engaged 
reversing its gears and hustling 
ack to pre-June thinking. 
Typical of the difficulties of the 
on-emerging emergency were 
mose reported by the members of 
e merchandising panel. When 
ey were lined up, it looked as if 
hey would deliver their talks in 
period of growing scarcity; when 
Ihe speeches were delivered, the 
ituation had changed so radi- 
ally that many of the men re- 
ported rapid reversion to plans 
made last spring. 


The merchandising panel also 
eard a crisp and uncompromising 
pndorsement of cooperative adver- 
ising from a food merchant, Paul 
J. Cupp, eastern sales manager of | 
merican Stores Co. Mr. Cupp said 


| f astern 4 A’s Members ‘Stood Up’ 
Ms Speakers Shun Emergency Talks 


that products accounting for more 
than 60% of food dollars spent by 
consumers carry no advertising, 
and in the case of many products 
in the remaining 40%, advertising 
is either slight or non-existent, 
which “may indicate why distribu- 
tors are often indifferent to what 
you feel are worthy promotional 
plans.” 

He also said that, with the rapid 
increase of store costs and rentals, 
operators view with suspicion the 
manufacturer’s presentation of 
gross profit dollars which omits 
expense. A low-profit, high-turn- 
over item, he indicated, is far less 
attractive because of increased 
handling charges. 


= Manufacturers want shelf space 
but, Mr. Cupp declared, “it might 
be well for you to realize that 
the cost of handling, largely labor, 
is from 8 to 12 times the cost of 
space, so that if you want to win 
retailer support, and your product 
will show from 18% to 20% mark- 
up against his total operating cost 
of 14% to 15%, you have a real 
proposition,” if a turnover of 12-25 
times a year could be achieved. 
Consumer advertising, said Mr. 
Cupp, seems to create “more ac- 
ceptance than demand,” and he 
pointed out that retailers’ food 
advertising hits readership highs 
(Continued on Page 75) 


New York, Nov. 3—Will chloro- 
phyll deodorants be the antihis- 
amines of 1950-1951? 

There were signs pointing in 
hat direction last week, as pro- 
otion began to shift into high 
gear for brands in the field. 

Item: Ennds, the product of 
Pearson Pharmacal Co., was shift- 
ing into magazines this month, 
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hlorophyll Deodorants Shifting into 
High Gear; Ennds Claims Sales Lead 


using half-pages in two colors 
with about five weeklies and 
monthlies on the list. Its newspa- 
per drive, large space (up to l1,- 
750 lines), was continuing in 45 
newspapers; for 1951, it plans ex- 
pansion into radio and television. 

Pearson shipped the first lot 
of Ennds in mid-August, and 
launched cooperative, big-space 
newspaper advertising in all major 
cities. Pearson’s agency, Harry B. 
Cohen Advertising Co., worked on 
the product from the moment of 
package design and designing the 


2| shipping carton, and says “Ennds 


was in the black from the very 
beginning,” in contrast to experi- 
ence for most new drug products. 


= Item: Stoppers, the product of 
Stoppers Inc., is winding up a 
test campaign in Connecticut and 
moves into New York Nov. 5. 
Unlike Ennds and Nullo, Stoppers 
makes no claims for body deodor- 
izing, confines its copy to breath 
cleaning. 

In a three-week period, Stoppers 
(through Walter Weir Inc.) sold 
75,000 packages through 1,000 
druggists in an area of 1,303,000 
population. It used 500- and 300- 
line newspaper advertisements, 
spot radio, and TV spots over 


WNAC-TV, and will repeat the 
pattern in New York. 

In the introductory campaign, 
Stoppers used eight spots a day 
64! on AM stations, subsequently re- 


(Continued ‘on Page 4) 


NEW.. -tali-grade 


Antistalling 
Esso EXTRA Gasoline 
A big new EXTRA at the Esso Sign 


“tet ae tee © et 

AS | Gso 
Another big MORE at your Happy Motoring Store! 
NEW ESSO EXTRA—A new anti-stalling 
gas is now being introduced from Maine 
to Maryland by Esso Standerd Oil Co. 


with ads in 500 daily and weekly news- 
papers. (Story on Page 8.) 


TV Color Fight 
Unabated; CBS 
‘Ignores’ Suit 


New York, Nov. 3—There was 
no letup in the amount of interest 
created by the color television con- 
troversy this week as Columbia 
Broadcasting System moved full 
speed ahead on plans for starting 
network color programming Nov. 
20, despite the potential roadblock 
set up by Radio Corp. of America’s 
appeal to the courts to halt the 
C-TV day designated by the Fed- 
eral Communications Commission. 

Last Monday in Chicago, Feder- 
al Judge Philip L. Sullivan agreed 
to convene a three-judge court on 
Nov. 14 to hear RCA’s request for 


=e 


eo ae 


a ee 


a temporary injunction. 
As the case was called, the gov- 
ernment filed a motion for sum-| 
mary judgment, which would! 
bring the case to a final hearing 
immediately. 
(Continued on Page 79) 
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An AA Nationwide Staff Roundup... 


Auto Business Bad, 


but Dealers 


Admit Their Howls Are Even Worse 


Credit Curbs Just One of Factors Contributing 
to Serious Sales Situation, Investigation Shows 


Cuicaco, Nov. 1—There can be no question that imposition of 15- 
month maximums on instalment sales have badly hurt sales of auto- 
mobiles, both new and used. But an ApvertisinGc Ace staff investiga- 
tion among dealers this week indicates that some of the horrendous hue 
and cry against the new restrictions is aimed at congressional and Fed- 


eral Reserve Board ears. 


Dealers themselves told AA staff writers that things were bad, but a 
surprisingly large percentage of them said they weren’t quite as bad as 
they have been painted, and admitted frankly that the automotive dis- 
tribution field was raising a hue and cry in an attempt to have the cred- 
it regulations revised before really serious damage might be done. 

They admitted, also, that while business has suddenly gone to pot, it 
is unrealistic to place all the blame on the credit curbs. Other factors 
have contributed to the current slump to some extent. 


Association of Ice 
Industries Planning 
$250,000 Campaign 


Cuicaco, Nov. 3—The National 
Assn. of Ice Industries will conduct 
a $250,000 advertising campaign 
during 1951, in eight consumer 
magazines and 28 trade publica- 
tions, to promote different ways 
in which ice may be used. 

Details of the campaign were 
outlined at the association’s annual 
meeting here yesterday by Wm. 
H. Schneider, creative director, and 
L. B. Kaufman, copy chief, both 
of Donahue & Coe, New York, 
which handles NAII advertising. 

Consumer advertising will run 
in Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s, The Saturday 
Evening Post, Time and Woman’s 
Home Companion. Trade adver- 
tising will be concentrated in pub- 
lications aimed at three specific 
groups: (1) places serving bever- 

(Continued on Page 78) 


Last Minute News Flashes 


Dow Jones Reported Buying Chicago Business Daily 
New York, Nov. 3—Neither Dow Jones & Co. nor Chicago Journal 
of Commerce today would confirm or deny purchase of the Chicago 
daily by the Wall Street Journal publisher. The Journal of Commerce 
was bought three years ago. by the publishers of the New York Journal 
of Commerce. Wall Street Journal editions are now published in New 


York, San Francisco and Dallas. 


Nielsen-Hooper Disagreement Set for Arbitration 


Cuicaco, Nov. 3—The disagreement between C. E. Hooper Inc. and 
A. C. Nielsen Co. over Hooper’s multi-market TV rating reports will 


be arbitrated, a Nielsen spokesman 


told AA today. A three-man arbi- 


tration board will decide whether the Hooper reports conform to pro- 
visions of the contract under which Nielsen took over Hooper’s national 
network TV reporting services (AA, March 6). A decision is not ex- 


pected for 60 to 90 days. 


Leading TV Makers Plan $2,000,000 Ad Drive 


New York, Nov. 3—Leading television manufacturers—number still 
unspecified—will launch a $2,000,000 advertising and publicity cam- 
paign Nov. 6 emphasizing educational aspects of TV and its importance 
in the home. Full pages and 1,000-line ads will run in 1,100 newspapers, 
and spots will be used on 250 radio stations. Ruthrauff & Ryan will 


handle the campaign. 


Erwin, Wasey Will Handle Admiral Video Programs 
Cuicaco, Nov. 3—Admiral Corp. has appointed Erwin, Wasey & Co., 
New York, to handle Admiral TV programs (“Lights Out” and part of 
“Stop the Music’). Erwin, Wasey will take over the shows (with bill- 
ings of about $1,000,000) from Kudner Agency in several weeks. 
(Additional News Flashes on Page 79) 


# In an effort to get a first-hand 
view of the situation, AA asked 
its staff writers in 13 cities—Phil- 
adelphia, New York, Cleveland, 
Washington, San Francisco, Dallas, 
St. Louis, Los Angeles, Seattle, 
Chicago, Detroit, Boston and 
Minneapolis-St. Paul—to query 
five new car and five used car 
dealers each. 

They found a nearly universal 
attitude of gloom, tempered with 
the hope that things would get 
better, either through changes in 
regulations or through natural 
causes, before too long. 

It is clear that the sudden im- 
position of 15-months-to-pay-and 
one-third-down rules has hit the 
car business badly. Many new car 
dealers reported sales off 25% to 
40%, and several used car dealers 
reported sales off as much as 80% 
to 90%. 

These figures were not surpris- 
ing. What was surprising was that 
a small but significant percentage 
of those queried said the credit 
restrictions had thus far had little 
effect upon them, while one or two 
actually expressed the belief that 
they might prove helpful. Many 
dealers also confessed that the 
credit regulations were merely the 
“last straw” in a series of problems 
which have all tended to slow sales 
to a walk. Some of these were: 


= 1. Scare buying caused by the 
Korean War had run its course 
and sales were due for a slump 
anyway. 

2. Fall is traditionally a bad 
season for automobile sales—many 
manufacturers are in the process 
of bringing out new models and 
people adopt a wait-and-see at- 
titude. 

3. Credit companies are examin- 
ing carefully the applications of 
prospective male car buyers who 
might suddenly be called into serv- 
ice, and in many cases are refusing 
credit terms to persons who nor- 
mally would be considered a good 
risk. 


= Some of the loudest protests 
came from dealers on the West 
Coast, where freight differentials 
mean an additional $80 down and 
$17.50 per month more in pay- 
ments for even the lowest priced 
cars. West Coast dealers sponsored 


(Continued on Page 76) 
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‘Fortune Criticizes Language of 
Business; Reviews Jean Muir Case 


New York, Nov. 2—The lan-| of business is “not as good as it 


guage of business is a sort of re- 
verse gobbledegook mixed with 
meaningless triteness; it badly 
needs improving; but “functional” 
writing rules can’t be followed 
blindly. 

So concludes Fortune in an arti- 
cle in its November issue which is 
billed as the second of the series 
on business communication which 
was inaugurated with the “Is Any- 
body Listening?” article in Sep- 
tember, roundly damning “Amer- 
ican way of life” advertising. 

Fortune writers undoubtedly 
had fun putting together the story 
on “The language of business” and 
in particular the “composite busi- 
ness speech” which is included 
with it, but a careful reading of 
the article reveals little beyond the 
article’s subhead: the language 


should be—but it’s getting better.” 


ws Reviewing the foibles of what 
Fortune calls “businessese,” the 
article points out that many bus- 
inesses are attempting to simplify 
language used in house organs, in 
correspondence, speeches and other 
forms of communication, and de- 
tails the several methods in vogue, 
notably that of Rudolf Flesch, for 
developing greater understanding 
of written material. 

It concludes that there must be 
some “happy middle ground” be- 
tween the extremes of “functional” 
and “literary” writing. “Those 
firms that have pioneered in im- 
proving the language of their peo- 
ple seem to have reached the same 
conclusion,” it says. “The great 
majority of their courses, seminars 


and ‘clinics’ have been concen- 
trated not on supplying rules to be 
slavishly followed—but on provok- 
ing an awareness of good English. 
Their example is one that all of 
U.S. business can follow with 
profit. 

“In the meantime, let us not 
forswear all the richness of our 
language. Its misuse is not the root 
ill of our communication problem; 
it is only the signal of it. And if we 
make a real effort to win mutual 
understanding, we need have no 
fear of the infinite variety of our 
language—or the ability of our 
listeners to respond to it... When 
business men have something to 
say, and mean it, and feel it, 
their audience will understand.” 


HANDLING OF JEAN MUIR 
CASE SEVERELY CRITICIZED 


New York, Nov. 2—The han- 
dling of the Jean Muir case by 
General Foods is severely criticized 
in a review of the case in Novem- 
ber Fortune by Lewis Galantiere, 
with his views being expressly 


“t’s the 3rd time this month! Machines just can’t stand the pace of figuring 
all those lowa orders pulled by the Des Moines Sunday Register!” 


Yes, the Des Moines Sunday Register does a “bang-up” job 


in Iowa. 


It gets results because it gives whole-state coverage of this 
market of 2% million people whose spending surpasses 5 
billion per year! Coverage like this: In 86 out of all 99 
counties, the Des Moines Sunday Register delivers family 
coverage from 50% to 100%. In all others, it’s 25% or 
greater. This means you reach 3 out of 4 of a// lowa buying 


families. 


Your share of this gem of a market can best be obtained 
through the Des Moines Sunday Register—one of America’s 
first seven Sunday newspapers in general advertising linage. 


And at a modest milline rate of $1.57! 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


“WORDS OF WISDOM FROM — 
THE MOUTHS OF BABES” 


+++ Aman you can believe 


AD AGAINST BOWLES—Ex-adman Ches- 
ter Bowles isn’t the only candidate for 
governor of Connecticut using advertising 
(AA, Oct. 30). His Republican opponent, 
John Lodge, is running such ads as this. 


seconded by the publication in an 
editorial box. 

“In the Muir case,” says the au- 
thor, “General Foods thought it 
was facing a divided public when 
it was merely yielding to a hand- 
ful of busybodies. The company 
thought it was staying out of a 
brawl. But it takes two to make a 
brawl, and there was no brawl.” 

Suppose, the author says, that 
General Foods had been different- 
ly advised, and had opened its 
television show with a review of 
the situation and some such state- 
ment as this: “It goes without say- 
ing that General Foods would not 
knowingly employ Communists or 
Communist sympathizers. But nei- 
ther will General Foods allow it- 
self to be hustled into the infringe- 
ment of rights possessed by Amer- 
ican citizens...” 

An approach of this sort, the 
writer says, would have resulted 
in applause from press and public, 
and “General Foods might have 
become a rallying point around 
which a reinvigorated respect for 
U.S. business sprang up.” 


s “In a nation ruled by public 
opinion,” the author says, “the 
question of right or wrong, fair or 
unfair, attaches itself to every 
aspect of enterprise. The moral 
sector has come to be the most im- 
portant sector of public relations. 
It is not yet clear that men in that 
field are really awake to the fact. 
What the public relations agent 


Advertising Age, November 6, i§ 


has to defend, in our time, is 
only his corporate client, but 
whole system of which his clien 
forms a part. And that sy. 
needs to be defended, not on 
grounds that it knows how to pr 
duce, which its worst enemies ad 
mit, or that it gives men the hi 
est standard of living, which its 
enemies dare not deny. What need, 
to be demonstrated (where it js 
true) is that the men who run the 
system really believe in the grea; 
principles they are constantly pro. 
claiming.” 

“The sure way for Americap 
business to be reduced to the ab. 
ject status of European business js 
the way of moral default,” the 
author concludes; “that is, by mak. 
ing it possible for the planners ang 
governmentalists (whether of the 
Left or the Right) to pose as the 
sole defenders of the moral foun. 
dations of society. How to avert this 
is a problem worthy of our bes 
talents in the field of public rela. 
tions.” 


Armour, Five Others Contract 
for Mrs. America Promotion 


Armour & Co., latest to contra¢t 
for ad endorsement by Mrs. Amer. 
ica, has scheduled an initial half- 
page color ad in the Ladies’ Home 
Journal, featuring Mrs. America 
(Betty E. McAllister) and one of 
her prize-winning recipes, for Ar- 
mour Star lard. 

Five other companies have been 
signed. Simmons Co. and S. §. 
Kresge Co., which have renewed 
contracts, will use newspapers. 
Chambers Corp. will use the same 
medium for its gas ranges, and 
June Patton Co. will promote 
dresses in magazines. Exquisite 
Form Brassiere Inc., which spon- 
sored the Mrs. America television 
finals, will use newspapers, maga- 
zines, radio, TV, car cards and out- 
door posters. 


Shopper's Guide in Spanish to 
Be Published Next Spring 


First edition of “Guia de Turis- 
mo y Compras en Nueva York,” 
a guide designed to help Spanish- 
speaking visitors to New York on 
their shopping tours, will be pub- 
lished next March by American 
International Advertising Corp. 
feature of the guide will be de- 
tailed sectional maps keyed to ad- 
vertisements and showing the ex- 
act location of e.ch advertiser. 
Display advertising rate in the edi- 
tion, consisting of 30,000 copies, 
will be $150 per page and $50 ex- 
tra for each color. 

The guide will be priced at 50¢ 


IT TAKES PULL TO GET ’EM INSIDE 


a copy. 


Circulation figures alone can 
be a will-o-the-wisp . . . it's 


readership that counts, for 
unless a publication is read 
thoroughly, the chances of 


your ad being seen and read 
are low. You can be sure 
more buyers will see and read 
your ad in REVIEW because 
REVIEW is a monthly and 
busy buyers have time to read 
it thoroughly . . . no headline 
jumping. You don't find un- 
read piles of REVIEWS on a 
buyer's desk. Its authoritative 
“how to" editorial content is 
too important. Dealers depend 


upon it for practical guidance. 


A 
[2 


Published by 


Write for your copy of report on independent survey ‘Executive Reading 
Habits in the Home Goods Industry’’. 


NATIONAL RETAIL FURNITURE - 
ASSOCIATION * 666 Lake Shore Drive * Chicago 11 


It has readership “pull”. 
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“} IDEAL Sunday Supplement 
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a Then compare it to these specifications 
at of The Denver Post’s EMPIRE MAGAZINE 


nish- 

rk on 

pub- 

A 
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o = SPECIFICATION YES NO COMMENT 

tiser. <= | rier ees SS > = 

> edi- 

+ EDITORIAL 

t 50e Edited Locally | ; Written to and for Rocky Mountain Empire readers by an 
experienced, full-time magazine staff. 

ml “Best Seller” Impact | Its stories “made” Reader's Digest in 6 out of 11 past months. 

a A record for Sunday supplements. 

MECHANICAL ; 
1,000 Line Page ¥ Effective with the October 22, 1950 issue, page size is 5 

columns by 200 lines. 

can Colorgravure ¥ Printed in The Denver Post’s own plant to give advertisers 

it's advantages of completely integrated service. 


MARKET & COVERAGE 


Major Market 


2,261,000 population and $2.4 billion retail sales in effective 
coverage area. 


397,454—Publisher’s Statement, March 31, 1950. The only 
supplement, group or local, providing adequate circulation 
in this region. 


Single Medium Coverage ¥ 93°, coverage of Denver; 86°/, of trading zone; 68°/, of entire 


Dominant Circulation 


State of Colorado; 41°, of Wyoming. 


National advertiser writes: “Outpulled any paper on our list.” 
Documented results of other advertisers available on request. 


Proven Sales Results 


— 
enone 


5, 194 . 
is ne 
ut th 
+ Clien = 
System : ae : 
on the ee 
ies ad 
> hig 
ich its 
t needs P 
e it is oO j 
1eTican : a 4 ay P ee 
he ab. hee’ e Y : A 
ness jg : seated Boy? - 
- ae ‘i 
the 593 P14 a 
y mak. ( c\ ane 
Ts and > -< ue <7 
e ra  \ - : 
as the > y) e\ . #38 
foun. t et __— . 
srt this Q = 4 
r best ( Iw 
> rela. ( 7 = / =a 
Os ty 
- 
> Y \ —t A x, om 
oa " AD ~ ae : 
a eC Vv 0% NS . ”) 7. ; 
ntraet @ 1eees ee A 
Amer. ae o' nis | > a 
7 a § nai j 
o> xs) ae — 7" 
nerica \ KAAQ) J : — ee 
ne of 4O% ( SA , : ey Ee. 
- been May . fad = ss ae 
S. 8. ‘ deg ‘ jana 
1ewed : i=) <i 
apers. a ue eee 
same ee 
, and m— 
omote FZ 
uisite ——=/fr 4: ; 
Vision  — ——— = J meee 
naga- — | ia: 
at ae 
ae 
é Sa i : j 
a oe 
bene co a 
Soe ? 
en 
oe : 
oe 
- Ff 
Rig 5 
of Soe sone : 
- So ee 
ure Ss A oe 
- pote es pee 
use se i es at 
ad | oe ta cae 
a: ree he (ere 
yn- ees es 
a pate i 
ive Pease A 
is sea ba iui 
nd oem oe eens 
ce. oe Son Pies 
Soe i ie eS 
es ag - 
ee SS EOE EEE EE IG i i ie S 
Le ae et cg gO Mani Mate, See See en a ent. cbs OP EILE M4 
Or ES ge oe ot ee aie OO ON Re See te ig ste 3 i ‘ - : 
aes Re Uaice of the Rocky Mountain Empire os 
Le) PALMER HOYT, EDITOR AND PUBLISHER — 
Represented Nationally by Moloney, Regan & Schmitt, Inc. ° XU 
gy i Rain _ ey ee Pe hae i a a clea sila , Sean 
ene ii Iisa 02. Vas aaln cela lela era Ce a eo 225 RENE ME Se ee eee ” on 
a ee er ee eee : 


4 


“Jona &. Warmingon, tornes'y| GAlorophyll Deodorants Shifting into 


with Modern Railroads, will jo 
the Cleveland staff of Ladies’ 
Home Journal, Nov. 15, replacing 
Elmer Wayne, who has resigned. 


NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 


NEW BERN SUN-JOURNAL 


We will help you merchandise your 

campaign in the Sun-Journal to 

reach the $19,249,000 effective buy- 

ing income of New Bern. Test your 

campaign in the New Bern market. 

REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


(Continued from Page 1) 
duced the number to five. It has 
been out of Connecticut newspa- 
pers for the past fortnight, but 
will go back to newspaper space 
shortly. It will open up new mar- 
kets in the near future, go national 
as rapidly as is feasible. 


ws Item: Nullo, product of DePree 
Co., Holland, Mich., is scheduled 
for an agressive promotion in the 
coming months, using newspa- 
pers, magazines, radio, TV and 
newspaper supplements. Copy will 


emphasize that Nullo was the only 


High Gear; Ennds Claims Sales Lead 


advertised product on the market 
when the Reader’s Digest story 
was published, and will feature 
quotes from the article’s author, 
Paul de Kruif. 

Dancer-Fitzgerald-Sample, Nul- 
lo’s new agency, told AA that na- 
tional distribution is complete, in- 
cluding all chain and independent 
drug stores, and a new 29¢ in- 
troductory-size package is now be- 
ing featured. 

A “sleeper” in the field is Wood- 


ley Co., Chicago, with its B-Shur, 
which the company says has | 
achieved national distribution in| 


drug stores without any advertis- 
ing so far. O’Neil, Larson & Mc- 
Mahon has been appointed by 
Woodley, however, to handle an 
advertising campaign to start about 
the first of the year. 

The chlorophyll-filled B-Shur 
sells for 25¢ in a small plastic 
case. B-Shur, like Stoppers, con- 
fines its claims to breath cleaning. 


@ All the field was moving at a 
breakneck clip. Pearson secured 
initial distribution through chains 
by telephone calls to top buyers 
by Lester E. Amster and Richard 
A. Duff, respectively the president 
and promotion manager. It lists in 
promotional material a large econ- 
omy-size offering of Ennds at 
$2.75—but so far has never got 
around to getting the economy size 
into the market. It’s been too busy 


YOUR ROAD TO PITTSBURGH’S BILLION DOLLAR BOOM 


The Penn-Lincoln Parkway... part of the $100,000,000 
new highway program for this area . . . is rapidly moving 
into The Golden Triangle from both ends of the city. 


The Pennsylvania Turnpike Western Extension to the 
Ohio border is cutting through mountains and spanning 
rivers at a lively clip. This will mean faster and better 
access to the big Pittsburgh market—more customers 
and more business. 


The Crosstown Boulevard at the upper end of The 
Golden Triangle merely needs an O.K. to the final plans, 
and construction will begin . . . another big step in 
solving the old traffic problem that haunts every 
large city. 


The new bridges at Dravosburg and Rankin will be 
ready this year, and 1951 will see the completion of the 
Elizabeth and Tarentum bridges. 


Faster access to the big Pittsburgh market via the Pennsylvania Turnpike’s Western Ex- 


These aren't the only roads to more business in 
Pittsburgh. The Pittsburgh Press—your No. 1 paper 
in Pittsburgh—is your No. 1 Route to better market 
coverage and better advertising results. 


An old road for new sales. The Press carries far 
greater advertising lineage than either of the other two 
Pittsburgh papers. Advertisers know that they get 
results from The Press and continue to use it day in 
and day out, because Pittsburghers read The Press and 
then go out and buy. 


Why not park your ads in The Pittsburgh Press and 
see for yourself what The Press can do for you? Our 


oe 
nv? 


¥ bs 

p d by the G 1 
Advertising Department 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
- Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco. 


tension will be provided by this new $3,000,000 bridge, now under construction over the 
Allegheny River at Oakmont. (Photo: Penna. Turnpike Commission) 


space representative will be glad to tell you about 
advertising results in The Press. Give him a call. And 
remember—every Scripps-Howard representative is a 
Press representative. 


TOTAL ADVERTISING LINES 
published in the first six months of 1950 


THE PRESS (evening) 9,449,621 
THE PRESS (Sunday) 4,305,257 
Sun-Telegraph (evening) 6,303,330 
Sun-Telegraph (Sunday) 3,536,979 
Post-Gazette (morning) 5,193,324 


Source: Media Records, Inc. 


N 
The Pittsburgh Press 


NA . 
LORI PEs — HOWARD | 


—in City and Trade Zone Circulation—in Classified Advertising—in Retail 
Advertising—in General Advertising—in Total Advertising 


Advertising Age, November 6, 


QUOTES DE KRUIF—Latest in the series 

of Nullo ads features Reader's Digest 

author Paul de Kruif’s praise of DePree 
Co.'s deodorant. 


with the pocket-size, 36-tablet 
package at $1.25. 

Ennds copy says flatly that it 
eliminates both mouth and body 
odors in “90% of the cases.” It 
also says it is the top seller in the 
field, although it followed Nullo 
into the market. 

Stoppers is staying away from 
body claims on the theory that 
personal chemistry makes a con- 
siderable difference in the effec- 
tiveness of the product. 


s The chlorophyll deodorants fol- 
low ethical products into the field. 

In 1947, Walker Vitamin Co., Mt. 
Vernon, N. Y., introduced its prod- 
uct, Olodex, and applied for a 
patent—which is still pending. I 
licensed three other companies t 
use the “Walker Process,” DePr 
Co., which makes Nullo; Pittman 
Moore of Indianapolis (Chlorodor), 
and Charles, E. Frosst of Mon- 
treal (Sudroma). 

Walker is inclined to regard the 
proprietary makers as infringing 
on its patent—particularly those 
which are taken internally. 


Schnabel Elected President 
Hugo Schnabel, circulation man- 
ager of Wallaces’ Farmer & Iowa 
Homestead, has been elected pres- 
ident of the Agricultural Circula- 
tion Managers Assn., Chicago. 
Other officers are: William Key- 
ton, circulation manager of Family 
Herald & Weekly Star, Montreal, 
and Martin DeKoning, of Poultry 
Tribune, vice-presidents; and Jim 
Rogers, circulation manager of 
Progressive Farmer, reelected sec- 
retary-treasurer. 


B. V. Jones Appointed 
Link-Belt Ad Manager 

Link-Belt Co., Chicago, manu- 
facturer of materials handling and 
power transmission equipment, has 
appointed Bertram V. Jones, exec- 
utive assistant advertising mana- 
ger, as advertising manager, to 
succeed Julius S. Holl, deceased 
(AA, Oct. 30). John F. Kelly 
will continue as assistant adver- 
tising manager. 


PATERSON 


NEW JERSEY 

8rd City In New Jersey Covered With 

THE PATERSON CALL — 
In 1949 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising im 


the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 
0 CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 
SEND FOR OUR CITY ZONE POPULATION FOLDER 
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“Despite consistent sales gains in recent 
years, our Southern market still has tremendous 
undeveloped opportunities, especially for high- 
quality products. With well-planned promotion 
and continued sales follow-up on both con- 


Digest 
DePree sumer and professional products, we expect 
results that will keep the South pacing the sales 
tablet growth of this company.” 
hat it 
body J. J. TOOHY, Vice President 
— E. R. Squibb & Sons 
Nullo 
from 
that 
con- 
effec- 
s fol- 
field. 
»., Mt. 
prod- 
for a 
ng. I 
ies t 
ePr 
‘tman 
dor), 
Mon 
d the 
nging 
those 
man- “The rural South presents an extremely 
— valuable sales potential to the radio-tele- 
a vision manufacturer. The consistent in- 
—— crease of consumer purchasing power in 
treal, rural electrified areas—plus the present 
“im low saturation in television—promises 
P vast new markets to our industry.” 
W. H. STELLNER 
Vice President in Charge of Sales 
anil Motorola, Inc. 
- and 
, has 
, = 
= 1,150,09% | 
. MORE THAN +406,00% 
m ' SOUTHERN 
viel FARM FAMILIES 
loons . s i ann 
nies at 4 
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are 
g m 
a The South | 
1a Subscribes 


at does your advértisin g 
1 in the rural South? 


“For more than 30 years, the rural South 
has been the major market for our products. 
During that time, farming has become more 
diversified and more efficient. Business and 
industry have developed at a phenomenal 
rate. Our own business has rapidly expanded. 
We now have plants and warehouses in 15 
Southern cities.To us, this is convincing proof 
that the South is the land of opportunity.” 


F. O. WAHLSTROM, President 
Southern States Iron Roofing Company 


ai 


To produce your share of sales gains in the pros- 
perous rural South, your advertising needs intensive 
readership among Southern farm families. That’s 
what it gets when placed in The Progressive Farmer. 


The Progressive Farmer has a larger audience 
of regular readers among Southern farm fa- 
milies than the combined audience of Life, 
The Saturday Evening Post, Ladies’ Home 
Journal, Look, McCall’s, Collier’s and Good 


Housekeeping.* 


The Progressive Farmer has a larger audience 
of regular readers among Southern farm fa- 
milies than the combined audience of Country 
Gentleman, Farm Journal, Capper’s Farmer 
and Successful Farming.* 


*Findings by Crossley, Inc. 


You add the rural South to your market when you 
add The Progressive Farmer to your advertising list. 


Advertising Offices: BIRMINGHAM* RALEIGH *MEMPHIS* DALLAS 
NEW YORK *CHICAGO ¢ Edw. S. Townsend Co., San Francisco, Los Angeles 
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6 
CCA Elects New Member 


Chicago Electrical News has 
been admitted to membership in 
Controlled Circulation Audit. 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 


THE PEORIA JOURNAL STAR 
1. First metropolitan market in 
Illinois (except Chicago). 

2. Metropolitan county area pop. 

260,000. 
3. “Best TEST newspaper in U.S.” 


-—§. M. survey. eee : niet | terprise to help retard the trend | more constructive approach can be| Manufacturing: 1. General Motors Corp, 
4. Per capita income—51% above hat emg J ye Age sag ef toward socialism. made to promote and support the | 2. Monsanto Chemical Co.; 3. Goodyey 
Nat'l Ave. : Mr. Sloan accepted on behalf of | capitalistic system. Tixe & Rubber Co. 


SEND FOR ‘'PEORIAREA FACTS FOR ere" FOLDER 


Nationally Represented b: 


WARD-GRIFFITH co., INC. 

oeeoage DETROIT 
ATLAN RANCISCO 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


Appoints Gregory & House 


Di-Noc Co., Cleveland, manu- 
facturer of photographic products, 
decalcomanias and wallpaper, has 
appointed Gregory & House Inc., 
Cleveland, as its agency. Trade 
publications and exhibits will be 
used to introduce the company’s 
Di-Lon, sunfast and washable 
wallpaper, as a prelude to consum- 
er magazine advertising. 


Publication Changes Name 


American Fertilizer, published 
by Ware Bros. Co., Philadelphia, 


has changed its name to American | 


Seidenbaum Agency Expands 

William G. Seidenbaum & Co. 
is now located in larger quarters 
at 267 Fifth Ave., New York. 


General Motors’ Annual Report Wins 


‘Financial World's 


New York, Oct. 31—Alfred P.' 


Sloan Jr., board chairman of Gen- 
eral Motors Corp., told 1,300 guests 
attending the Financial World an- 
nual awards dinner last night that 
the goal of management should be 
to induce every American to be- 
come a stockholder in business en- 


his management the gold “Oscar 
of Industry” trophy awarded by 
Financial World for the best 1949 
annual report. The event marked 


‘ Top Gold Award 


the tenth annual report survey 
sponsored by the magazine. 

“A constructive annual report, 
supported by periodic messages,” 
Mr. Sloan said, “can do much to 
expand the ranks of investors by 
drawing more and more people in- 
to enterprise as stockholders. No 


s “I should like to see manage- 
ment, in a broader way, popular- 
ize equities in American enter- 


FACTS BROUGHT TO LIGHT in a full- 
color desk-top film presentation. Clients 
and prospects get graphic and helpful 
data of the rich market area served by the 
50,000-watt voice of WGAR. For example: 
WGAR reaches 4,391,300 consumers with 
an annual effective buying income of 
$6,411,687,000. Such facts fi 

“SIX BILLION DOLLAR PICTURE” of 
Northern Ohio. GET ALL THE FACTS! 


ighlight the 


THROUGH THESE PORTALS pass statesmen, 
leadin 


political figures and outstanding citizens 


from all over the world to mount the rostrum of the 
famed Cleveland City Club. For 13 years, celebrated 
speakers have voiced their opinions, observations 


and aeesentes through WGAR’s free-speech Frank W. Abrams, chairman, 
mike. This is one of the many im +3 ublic Standard Oil Co. (N.J.), whose 
service features broadcast regularly GAR. company won the gold award 


Advertising Age, November 6, 


prise,” Mr. Sloan declared. “The 
more popular the price of equitie, 
the greater the number of people 
who will buy. We have recent} 
doubled the number of shareg jp 
General Motors, having in 
that very objective.” 

Second place in the annual re. 
port competition went to Cham. 
pion Paper & Fibre Co. Reuben g 
Robertson Jr., its president, ae. 
cepted the silver trophy. 


e Final winners and runners-up 
for silver trophies were: 


Consumer :goods: 1. Pfeiffer Brewing 
Co.; 2. Colgate-Palmolive-Peet Co,; 4 
A. E. Staley Mfg. Co. 

Merchandising and services: 1. Cham 
pion Paper & Fibre Co.; 2. Brown & 
Bigelow; 3. Knott Hotels Corp. 

Public utilities: 1. Virginia Electric 4 
Power Co.; 2. N. Y. State Gas & Electric 
Corp.; 3. Eastern Gas & Fuel Assn. 

Transportation: 1. United Air Lines; ¢ 
New York Central Railroad; 3. America, 


Airlines. 

Financial institutions: 1. Girard Trug 
Co.; 2. National Securities & Research; 
3. Seaboard Finance Co. 

Canadian winner and runners-up were: 
Atlas Steels Ltd., Shawinigan Water & 
Power, and Imperial Oil Ltd. 

Winner for the best 1949 annual report 
in Latin America was Brazilian Traction, 
Light & Power Co., with Puerto Rico In. 
dustrial Development Co., and Cia. Fun. 
didora de Fierro y Acero de Monterrey, 
second and third, respectively. 

Silver trophy winners for the best 
advertisements of 1949 annual reports 
and runners-up were: Manufacturing: 
National Steel Corp.; Marquette Cement 
Mfg. Co.; Trane Co. Consumer goods; 
Borden Co.; General Mills; P. Lorillard 
& Co. Petroleum: Cities Service Co, 
Standard Oil Co. (N.J.); Sinclair Oj 
Corp. Public eutilities: Brooklyn Union 
Gas Co.; Boston Edison Co.; Dayton 
Power & Light Co. Transportation: Erie 
Railroad Co.; Seaboard Air Line Rail- 
road; Reading Co. Financial institutions: 
American Investment Co.; Metropolitan 
Life Insurance Co.; N. Y. Life Insurance 
Co. 


se For the best annual reports on 
motion picture films, trophies were 
presented to General Mills for its 
film addressed to the public and 
to Metropolitan Life Insurance Co. 
for its employe film. 


year ago, made the presentation t 
Mr. Sloan. Dr. Lewis H. Haney, 
professor of economics, New York 
University, and chairman of the 
board of judges for the reports, 
awarded the silver trophies, and 
Weston Smith, originator of the 
annual report surveys and execu- 
tive vice-president of Financial 
World, presented bronze trophies 
to the presidents or other officers 
of 100 corporations for the best re- 
ports in that number of industrial 
classifications. 

More than 5,000 annual reports 
were considered in the year’s com- 


petition, the largest in the ten 
years that the awards have been 
given. D 
Future contests will be limited 
to corporations and financial in- Ti 
stitutions in the United States, it 
was announced. Canadian, Latin can | 
American, Hawaiian and Alaskan 
sections of the competition will be you' 
discontinued to keep the contest 
_ NEWSWORTHY and within reasonable bounds. Sc 
"NOTEWORTHY. WGAR’s Orvi 
_ fully-equipped newsroom Names Porter, Jackson and 
receives 300,000 words of Horace Porter, formerly with 
copy daily. WGAR, first Oneida Paper Products Co., and B 
GOOD SERVICE! The Forum Cleveland station to broad- —— gg een Be mnarge 4 ben ' 
Cafeteria, a WGAR advertiser, cast news on s regular basis, eum ales stat of Farm & Ranch- F 
serves thousands of hungry sends newsmen on local and Southern Agriculturist ‘ 
Clevelanders daily. It is ably man- national ene. ae ; Kids 
aged by Mr. George R. Kaye (left). newscasts serve as builders 
r. ese is a beach ee of the of good will and as sales PORT NUKGA Is 
Northeastern Ohio, Ohio State, tools. Give people what they MICHIGAN : 
and National Restaurant Associa- want to hear. Check on A Wealthy Market For Your Product toria 
tions. He has been with the Forum available newscasts. Blanketed By The how 
Cafeterias of America, Inc., since tg I HURON TIMES HERALD : 
1931. Pictured with Mr. Kaye is Port Huron is one of Miehigess life . 
Bob Forker of WGAR who serves oo Cities over 58,000 popu spin 
this account. 2. weyne enter for the Thumb Com 
an iver District. 
RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 3. Diversified Industry and Farm- 
WGAR... Cleveland... 50,000 watts... CBS ° Represented Nationally by Edward Petry & Company ing. P 
SEND FOR OUR PORT HURON MARKET FOLDER 
by Pape 
WARD-GRIFFITH co., INC. mor 
NEW YORK CHICAGO 
BOSTON ATLANTA SAN rene iso8 whe 
SEND FOR OUR CITY ZONE POPULATION FOLDER 
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Don’t be embarrassed if you don’t know them all. 


They’ve made contributions to aeronautics, entertainment, and Ameri- 
can culture... but it is difficult to remember faces, isn’t it? Even when 
you’ve seen them in magazines, newspapers, and newsreels. 


So don’t blame yourself for not recognizing the famous Wright brothers, 
Orville and Wilbur; the equally renowned Gershwins, George and Ira; 
and popular Jimmy and Tommy Dorsey. 


But isn’t it surprising how well you knew the other pair of brothers? 


For the only place you have seen the mischief-making Katzenjammer 
Kids is in the comics. 


Is there any more graphic way of demonstrating the tremendous edi- 
torial impact of PUCK, the only national comic weekly? Doesn’t it show 
how PUCK’s all-star cast of characters has woven itself into America’s 
life... Jiggs, who “sold” corned beef and cabbage; Popeye, who made 
Spinach a top favorite; Dagwood, who helped the U. S. Atomic Energy 
Commission explain nuclear energy? 


PUCK, The Comic Weekly, distributed with 14 great Sunday news- 
Papers from coast to coast (plus its three advertising affiliates), reaches 
more than 18,000,000 adults (and their youngsters) in 7400 communities 
where 83% of all retail sales are made. 


Can you name these Famous Brothers ? 


Do you wonder that such companies as Thomas J. Lipton, Inc., National 
Carbon Co., Ford Motor Co., and many others spend millions of adver- 
tising dollars in PUCK, The Comic Weekly? 


Educators speak of comics as “a social force” that constantly helps shape 
our manners, morals and thinking. But shrewd business men speak of the 
comics as a tremendous “sales force”! 


Perhaps you'll want to see readership reports which show that PUCK 
delivers 3 to 5 times more readers per advertising dollar than top weekly 
magazines. The booklet “Getting More Out of the Dollar” explains 
PUCK’s fabulous reader-attraction and tremendous sales impact. Send 
for it, today, on your letterhead. 


THE 


The Only NATIONAL Comic Weekly — A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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Funk & Wagnalls 
Free Book Offer 
Okayed by FTC 


WASHINGTON, Nov. 3—Federal 
Trade Commission okayed a “free” 
offer for Funk & Wagnalls’ New 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 
THE PORTSMOUTH STAR 
Per family buying power $4,046 
Effective buying income $90,220,000 
City circulation coverage 112% 
An ideal test market for your 
product 
WE WILL COOPERATE—ASK FOR INFORMATION 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOS ATLANTA 


TON SAN FRANCISCO 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


| Standard Encyclopedia today, and 
| spelled out at least one set of con- 
ditions where “free” may be used 
without danger of litigation. 

The Funk & Wagnalls deal 
cleared by the commission of- 
fered Volume 1 of a 25-volume 
set as a “gift” to anyone sending 
in 10¢ to cover mailing costs. 

Recipients of the gift book 
obligated themselves to take the 
remaining 24 volumes for 89¢ each 
on a one-a-week basis, but they 
were permitted to cancel the order 
after receiving the gift book. 

It was the first time in nearly a 
decade that the commission had 
given its blessings to a “free” 
deal under legal attack. 


s Commissioner William A. Ayres 
issued a special statement explain- 
ing that FTC felt the setup of the 
Funk & Wagnalls offer met every 
test of “free” as set forth by the 
commission in an administrative 
interpretation Jan. 30, 1948. 

For several years the commis- 
sion had waged unrelenting war on 
“free” wherever recipients were 


required to purchase merchandise, 
or to perform a service which in- 
ured directly or indirectly to the 
profit of the advertiser. 

Commissioner Ayres said this 
policy, which eventually was 
spelled out in detail in the 1948 
administrative interpretation, was. 
being applied “realistically” in the 
Funk & Wagnalls case. 

At the same time, FTC issued a 
cease and desist order to halt 
other practices of Unicorn Press, 
sponsor of Funk & Wagnalls ad- 
vertising. The commission said the 
firm had misrepresented the vol- 
ume of its sales, and disparaged 
its competitors, Encyclopaedia 
Britannica and_ Encyclopedia 
Americana. 


Doughtie Joins Kudner 

Charles Wilson Doughtie, form- 
erly a creative-contact man with 
Griswold-Eshleman Co., Cleve- 
land, has joined the copy staff of 
Kudner Agency, New York. Be- 
fore joining Griswold-Eshleman he 
was an account executive in the 
Cieveland office of Fuller & Smith 


quit stalling...getnew _ 


ANTI-STALLING 


Advertising Age, November 6, { 


extra gasoline 


NEW ESSO POSTERS—New Esso outdoor posters will carry no illustration. Se 
thousand are now posted. Copy was prepared by McCann-Erickson. 


& Ross. 


Appoints Conrad, Moore 


American Broadcasting Co., Los 
Angeles, has appointed Francis H. 
Conrad as western division direc- 
tor of radio and manager of Sta- 
tion KECA, Los Angeles. He will 
continue to supervise the station 
relations department of ABC’s 
western division. Richard A. 
Moore has been named manager 
of KECA-TV, in addition to his 
present duties as director of tele- 
vision of the western division. 


Sashaying 
into the 


tPPn-Age market 


N. W. AYER & SON, INC. 
Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


Here’s how alert merchandising upped sales for a soft drink manufacturer. 


Charles E. Hires Company, our client, had been keeping 
a sales-eye cocked on the new square dance craze. Would it last? 
Surveys showed it spreading like a brush fire. 


So! Who was Mr. Square Dance, himself? Let’s have him on our side. 
Advertise and merchandise his knowledge nationally. 


Requests for the Chris Sanderson Square Dance booklet poured in by 
the thousands. Vast new groups of teen-agers -were introduced to 
wholesome Hires—for 75 years the largest selling root beer in America. 


Esso Introduces 
Anti-Stalling Gas 
in Several Media 


(Picture on Page 1) 
New York, Nov. 1—Esso Stag 
ard Oil Co. launched its new anf 
stalling gasoline today with 
ranging from 1,750 lines to § 
lines in 500 daily and week 
newspapers, some of them in 
colors, supported by four sm 
teaser ads in the same issues. Fg 
lowup ads will appear frequent 
Robert M. Gray, advertising 
sales promotion manager, said. 
Other advertising support 
include outdoor, radio, televisig 
and sales promotion. Outd@ 
posters will carry no illustrati¢ 
Several thousand will be 
from Maine to Maryland and 
parts of Virginia and West 
ginia. 
Radio support for the new pre 
uct will include announcements 4 
the “Esso Reporter” programm 
Special television commercials wif 
be used on Red Barber footbal 
broadcasts and the Alan Yous 
show. ’ 


s Sales promotion support will i 
clude an invoice insert to 
credit card holders, dealer broad 
sides and window posters. 

McCann-Erickson is the agen 
for all Esso advertising except th 
“Esso Reporter” and the Als 
Young show, which Marschalk 
Pratt Co. handles. 

The new product was develope 
to combat cold-weather stalli 
which has been found to be causé¢ 
by an ice formation similar 4 
frost occurring in the carburetor 
the throttle plate and surroundi 
parts from the refrigerating ef 
fect of evaporating gasoline. 

Cold-stalling is not due to free 
ing weather, the oil companyj 
technicians have found. It oce 
during cool, humid weather al 
at temperatures above freezing. 

The new _ gasoline of hig 
volatility will also help prevel 
freezing of moisture condensed 
gas tanks, fuel lines, or carbureté 
bowls during extremely col 
weather, the company says. 


Eversharp Pushes Desk Set 


Eversharp Inc., New York, w 
push its Desk-Pac, a combine 
desk and pocket writing set, vi 
full-page, 4-color ads in Collier] 
Life, Look, The Saturday Evens 
Post and This Week Magazt 
300- to 1,000-line ads in 160 news 
papers, and TV spots in at lea 
12 markets. The newspaper af 
are scheduled for late this mont 
and the magazine ads for eam 
December. Biow Co., New York 
is the agency. : 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$109,695,000 Effective buying 

income 
$85,616,000 Retail Sales 
uality of market index 104 
dvertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 

Nationally Represented by 


WARD-GRIFFITH CO., INC 


DETR 
FRANCIS 
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River Raisin has the country's most 
complete display service... as 
convenient as your telephone... 
CONVERSION BURNER If our versatile art staff creates the 
Magen ens reams J basic idea and the dimensional 
ip a M one, construction... our production 
wanill Ks experts produce the quality, fin- 
ished displays — DIMENSIONAL 

DISPLAYS that attract attention 


and sell your product. 


We manufacture corrugated and 
solid fibre shipping containers 
from materials produced in our 
own paper mills, thereby enabl- 
ing us to deliver superior, color- 


ful displays at lower costs to you. 


RIVER RAISIN PAPER COMPANY. oisr: 
Gentlemen: 
| would like to know more about your "ONE CALL FOR 
We start planning our point of sale campaign on or abo 
We buy our point of sale on or about 
convenient for your salesman to call on us on or about 
Company Name 
Address City 
Telephone No Signed 


RIVER RAISIN PAP 


DISPLAY DIVISION « MON 
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Names Gerald Godbout 

Kennebec Knitting Mills, Levis, 
Que., hosiery manufacturer, has 
named Gerald Godbout, formerly 
with Gordon Mackay & Co., as 
general sales manager. 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Reached By 


The Evening & Sunday Telegram 
A modern industrial city, largest 
east of Raleigh and north of Wil- 
mington, offering a field rich in 
Agriculture, Manufacturing, To- 
bacco Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 
WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Three Appoint Standard 

Three new accounts of Stand- 
ard National Advertising Agency, 
Seattle, are: Wiskit Inc., manu- 
facturer of a new —y for league 
and individual play; Stansbury 
Chemical Co., maker of Selrodo, 
relief for asthma; and Colorshake 
Corp., manufacturer of pre-stained 

es. 


Appointed Art Director 

Norman Kramer of Shaller- 
Rubin Co., New York direct ad- 
vertising concern, has been ap- 
pointed to the newly created post 
of art director. 


Garnsey to ‘Woman's Day’ 
Caroline J. Garnsey, formerly 
assistant manager of marketing re- 
search for Esquire, has boon 
named associate director of mar- 
keting research by Woman’s Day. 


Paging Horatio Alger 

e THE strive-and-succeed form- 
ula, as dished up by certain ele- 
ments of the company press, is not 
palatable to all readers. There are 
certain grim defeatists on the pro- 
duction line who figure they’ve 
gone about as far as they can go, 
and that if a vacancy is to occur, 
the plant manager’s son-in-law 
will promptly fill it. One organ- 
ization has virtually made a trade- 
mark of the slogan, “There’s al- 
ways room at the top,” but it 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert Newcoms and Marc SAMMONS ———__—_— 


happens to be a family-controlled 
outfit and the top posts invariably 
go to someone with a blood tie to 
the Schmaltz dynasty. 

In the vast industrial empires, 
the odds are about 10,000 to 1, 
and getting longer, against the 
average worker moving into the 
king row, and the smart compa- 
nies discourage such illusions 
through the simple means of not 
mentioning it. It is a fact, however, 
that many companies are strong on 
the philosophy of promotion-from- 


scheduled. 


NATIONAL OFFICES 


Have you considered putting 
commercials to work in theatres? It can pay big 
dividends because you can either — 

1. Intensify your coverage of TV markets or 

2. Reach with equal or greater impact the tremendous 
additional audience which television cannot reach. 


ADVERTISERS: 


your costly TV 


There are 14,750 theatres available in almost all markets, 
large and small, on a completely selective 
theatre-by-theatre basis. They have 7,450,000 seats, 
giving you a total audience of 40,000,000! 


You can reach this greatly increased market at a 

low cost per 1000 viewers. When you compare movie 
and TV coverage, remember that virtually 100% of 
selected movie audiences see and hear your film. 


The Movie Advertising Bureau handles all details of 
theatre schedules. Each theatre selected screens your 
films at every full performance during the weeks 


Dig into this proposition thoroughly, or ask your 
advertising agency to do so. We will prepare theatre 
coverage plans for you without cost or obligation. 
Write, wire or phone our nearest office for 
complete information. 


CLEVELAND: 526 SUPERIORN.E. © 


Show 


your 
film 


to 


commercials 


40,000,000 
moviegoers! 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. © SAN FRANCISCO: 821 MARKET ST. 
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within, and when they sup _e 
that philosophy with cases on tal atio 
record, they make a lot of sense, , 


~ 


w 


e Caterpillar Tractor Co. at ric 
ria, Ill., whose continuing ex 
ments in the areas of good cont gw YO 


munication are always stimulating:| 0,000 w 
sagely avoids generalities abom)| a! Plas 
advancement, and stays with spa) ~~ Che 

cific cases. In its “News atigie:ise Sa 


Views,” Editor Fred Tuerk re 
cently showed the alliance betweeg 
company expansion and individua 
advancement. He pointed out a 
example: 

Not long ago a superintendent 
was promoted to factory manager 
of the new plant in Joliet. Four 
other management men _ were 
moved up to fill the vacancieg} arm /0ur 
created. A man was promoted from May. T/e | 
the hourly roll to foreman. But thejwill carry 
chain reaction didn’t stop there—jMarch thro 
there were also five promotions}iuto seat 
among hourly men. And he con. jproducts. 
tinues with the comment that from }444™s, Ba 
1945. to 1950 Caterpillar has in. @mp2isn. 
creased its employment approxi.} Ads will 
mately 6,000 people. This growth uct uses f 
gave many employes a chance to se, in ad 
advance from machines in the fac. ure and 
tory and desks in the office to }eimg pro 
positions in management. A total }ties- 

of 750 men have been added to the 
management group, virtually aljj#Dow C 
of them promoted. Plastics hi 


they Supp 
This was 
jail sales 
gs with | 


week. 
Half-pag 
ening 
leusekeept 
jardens, 


e Editor Tuerk fortifies his story 
with 14 pictures of men and wo- 
men at various management levels, 
Each started at the bottom, and in 
a warm spirit of cooperation, each 
of the 14 has posed in the garb 
associated with his first job. Thus 
the reader learns that the insur. 
ance manager actually started as 
a janitor, that the industrial re- 
lations manager signed on as a 
messenger, that a department head 
first stocked bins, a superintendent 
washed dishes in the plant restau- 
rant, and the company president 
was a typist-clerk. 

There is no promise that any 
employe can become president, nor 
that the rewards of diligence and 
loyalty spill into the laps of all. 
There is only the simple, direct 
philosophy that, as the company 
has grown and prospered, so have 
its people and that if you want to 


paper adve 
began 


ational ] 
is mater 
highly c 
It is ex, 


estern | 
ermont 


. om. He 
move up, a lot depends on you. manager 
otnies » —— 

es New obert R 
earing Aid ferred fro 


Tonemaster Inc., Peoria, IIl., will 

begin a market-by-market intro- gar 
duction this month of its neW jales dev 
Cameo hearing aid, which is de- Attapulgu 
signed to eliminate transmission of pointed e 
clothing noises. Trade _ publica- ‘ict man 
tions and direct mail will be used, ), Philade 
supplemented by a market-by- 
market newspaper drive. Arbin- 
gast, Becht & Associates, Peoria, 
is the agency. 


ost Dir 
ptimist 
Optim 
arked k 

nding 
ressed | 
ajor dil 
fet 


Myers Named Sales Manager 

Morse Twist Drill & Machine 
Co., New Bedford, Mass., has 
named C. F. Myers, formerly mid- 
western district manager, as sales 
manager. J. C. Kuhn has retired as 
Laat and director of 
sales, 


Names Alan R. Kolbe 

Israel-Middle East Corp., New 
York importer, has named Alan 
R. Kolbe, formerly with the import 
division of Schenley Industries, f 
as general sales manager of its 
wine division. 


SALISBURY| 


NORTH CAROLINA 
No. 1 Per Capita Retail Sales Market 
In the South’s No. 1 State 
covered by 
THE SALISBURY POST 
Family readership in excess of 
83%. 
Only newspaper with sufficient 
coverage in the heart of Piedmont 
Carolina to produce satisfactory 
results. 
Advertise in Salisbury Daily 
Sunday Post 
SEND FOR OUR FOOD PREFERENCE SURVEY 
Natienally Represented by 
WARD-GRIFFITH CO., INC. 


NEW YORE CHICAGO DETROIT 
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BOSTON ATLANTA SAN FRANCISCO 
SEND FOR OUR CITY ZONE POPULATION FOLDER Ptial, 
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pery ‘ational Plastics, 

w Continue Saran 
‘rics Campaign 

sw YorK, Nov. 1—More than 
_0,000 will be spent by the Na- 
‘al Plastics Products Co, and 
« Chemical Co. in 1951, to ad- 
vertise Saran fabrics, for which 


they supply the basic materials. 
This was announced at the an- 


Bigeye <*g 


£898 


gs with leading textile mills last 


week. 


Half-page two-color window 


ager : 

Four fieusekceping, Better Homes & 
werepvardens, American Home _ and 
scieg} arm Journal in March, April and 


ay. The Saturday Evening Post 


from 
t the will carry four-color half pages, 
re. March through October, promoting 


yuto seat covers and other Saran 
products. MacManus, John & 
dams, Baltimore, will handle the 
campaign. 

Ads will incorporate new prod- 
wet uses for Saran such as lug- 
gage, in addition to outdoor furni- 
ture and upholstery, which is 
being promoted in the present 
ries. 


s Dow Chemical and National 
lastics have invested $4,000,000 
in advertising—exclusive of re- 
promotion—since Saran fab- 


= ics were introduced in 1940, ac- 
vels, rding to Kenyon Lee of the 
d in PeeDcy. 


Accelerated magazine and news- 
faper advertising of auto seat cov- 


~ began in 1948, and in three 
sur. Pets; according to Francis Ulrich, | 
ie ational Plastics’ sales manager, 


is material outsold all others in 
highly competitive market. 


nal It is expected that weaver and 
dent [er trade promotion will bring 
tau. Pe 1951 ad investment to $1,500,- 


eet's Catalog Service 
ames District Managers 
F. C. White of Sweet’s Catalog 


istrict manager for Connecticut, 


. H. Hatch has been appointed 

| manager of Sweet’s Boston office, 
succeeding A. D. Becker, deceased. 
Robert Rieger has been trans- 
ferred from New York as assistant 
jo Mr. Hatch. 

Harold A. Thornton, formerly a 
new sales development engineer for 
de- Attapulgus Clay Co., has been ap- 
Nn Of nointed eastern Pennsylvania dis- 
‘rict manager, with headquarters 
in Philadelphia. 


ost Direct Mail Users 
ptimistic, Kleid Reports 


Optimism about business, 
er arked by anticipation of a “big- 
nine Pending Christmas,” was ex- 
has Pressed by 76% of the nation’s 
nid- Major direct mail users recently 

ales furveyed by Lewis Kleid, presi- 
das Pent of Mailings Inc., New York, 

of # mailing list organization. 

About 50% of the respondents 
teported that September mail or- 
flers were excellent or good; 37% 
ermed September’s returns fair, 
ion d 13% poor. 


rt} mour to Jordan-Sieber 


its |} Armour Laboratories, Armour 
Co. , Chicago, has appointed Jor- 
-Sieber & Associates, Chicago, 
0? handle its ethical medical ad- 
rtising. Foote, Cone & Belding 
continue to handle all Armour 
cet boratories’ consumer advertis- 
g. James C. Scheller, formerly 
istant to the vice-president 
charge of advertising of White 


. of Fboratories, has been named ad- 
ising manager of Armour Lab- 
ient Patories. 
vont 
ory ¥ppoints William R. Orr 
Muralo Co., Staten Island, N. Y., 
y anufacturer of water paint prod- 
, tts, has appointed William R. 
Ltd., Toronto, to direct its 
iC Hnadian advertising. Newspapers 
sort d radio will be used, supple- 
isco Pented by point of purchase ma- 


per tial. 


Admiral Promotes Walt 


John W. Walt has been pro- 
moted from assistant advertising 
manager to sales promotion mana- 
ger of Admiral Corp., Chicago, ra- 
dio and television manufacturer. 


Axelson Joins Agency Net 
Axelson Advertising Agency, 

Denver, has become the first Colo- 

rado member of the National Ad- 


vertising Agency Network. This| Trade publications, supplemented 


brings the total to 36 members. 


Eileen Barry Joins Ayerst 


Eileen Barry, formerly with 
Vick Chemical Co., has joined the 
copy staff of Ayerst, McKenna & 
Harrison, New York, subsidiary of 
American Home Products. 


WHIO to Kircher, Helton 


WHIO (TV, AM and FM), Day- 
ton, has appointed Kircher, Helton 
& Collett, Dayton, as its agency. 


MELVIN, 
NEWELL 
aud 


creators of 


properly planned 
publicity 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 


RECTOR, inc} 


Gladstone 1131 Teletype L.A. 710 


by direct mail, will be used. 


fal sales and advertising meet-| 


ening ads will run in Good} 


lconer Survey i 
the Rockford Market 


ABC 


1 27,445 CITY ZONE 


ABC RETAIL 
TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford ore a 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & Prmisaicwite INC, 


The fifth annual survey of “HOW 
ROCKFORD CONSUMERS 
BUY” is a study of buying habits, 
brand preference, ownership, and 
dealer distribution in the follow- 
ing classifications... Food 
Products, Soaps and Cleansers, 
Soft Drinks, Dog Food, Toilet- 
ries, and Home Equipment. 


Send for your free copy today! 
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Controlling Emotions in Print 


A good deal of advertising has appeared in the public prints with 
reference to the Federal Communications Commission’s decision on 
color television. Some of it has been excellent in describing the issues 
and situation, but most of it has been at least slightly hysterical in 
tone, and much of it—especially that published in opposition to the 
FCC decision—has certainly tended to contribute to confusion, inde- 
cision and lack of faith in black and white sets on the part of the 
potential buyer. 

The worst piece of individual advertising on the issue which we 
have seen is a full newspaper page signed by the Hallicrafters Co. 
We say this is the worst we have seen because it makes the idiotic 
error of deciding, in print, that the FCC color decision is “subversive.” 

We are not concerned here with whether the FCC’s decision was 
sound or sensible, but to headline an ad on the issue with the words: 
“The Color Television Blunder—5 Men Against the American Way” 
strikes us as not only silly, but another black mark against “institu- 
tional” advertising, because institutional advertising of any kind— 
and especially that which talks about “the American way of life’— 
ought never to be hysterical or even remotely unbelievable. Yet it 
is difficult to believe that any reader will agree with the ad’s closing 
statement that “this ill-advised action of the FCC is a threat to the 
American way of life.” 

There are plenty of excellent arguments against the soundness of 
the FCC ruling, and some of them were quoted in the Hallicrafters ad, 
along with some “facts” which seem strangely irrelevant. 

But why the reference to “a threat to the American way of life’? 
Because Hallicrafters disagrees with the decision? CBS, presumably 
as much concerned with the American way of life as Hallicrafters, 
obviously does not think so. And the ordinary man would have to 
engage in rather violent mental gymnastics to relate a battle over 
color television to any basic threat to American institutions. 

There are threats to our way of life. But if everyone who disagrees 
with any decision of any governmental or regulatory body is always 
going to characterize the decision as a “threat to the American way of 
life,” the phrase becomes meaningless. In fact, there is good reason 
to believe that the phrase has already become meaningless, because 
too many ad writers, columnists, convention speakers and political 
orators have already applied it to every situation under the sun. 


Harsh Words at the ABC Meeting 


Speaking to the Audit Bureau of Circulations at its annual meeting 
in Chicago Oct. 26, W. B. Potter, immediate past chairman of the 
Assn. of National Advertisers, recalled Ben Duffy’s recent remarks 
that it is doubtful whether the ABC could be formed now, because 
fundamental disagreements between buyers and sellers of advertising 
seem to have arisen. 

Mr. Potter’s own speech emphasized the point. He accused sellers 
of printed media of ignoring the demands of buyers for more infor- 
mation, and indicated his conviction that something is going to have 
to be done about it. Thought provoking, too, was the speech of Phillips 
Wyman of McCall Corp., a “seller” and long-time former ABC direc- 
tor, accusing the bureau of “functioning in 1950 as if we were still 
living in 1914,” and urging the ABC to pay less attention to purely 
auditing problems and more to other problems of greater current 
importance. 

It is not surprising that within the ABC there are wide variations 
in thought. That is as it should be. But all ABC members—buyers 
and sellers alike—should remember that all of them, and all ad- 
vertising, will lose something invaluable if the present problems, like 
many in the past, cannot be solved amicably and harmoniously in an 
atmosphere of mutual regard and respect. 


‘ 
~-tann 


“Stuff and nonsense... 


—Lichty, Chicago Sun-Times 


my parents never let us children sit up to all hours watch- 


ing television...” 


What They're Saying 


What's in a Name 

The answer to the question 
“What’s in a name?” is “every- 
thing.” 

Sound too simple, too short an 
answer from an advertising man? 
Well, that’s what I mean... . every- 
thing. Take the name Tiffany, for 
example. Just that one word. Does 
anyone ever question the sterling 
quality of those gems, rings, 
brooches and baubles sold under 
that name? 

There’s Heinz 57. You wouldn’t 
need to quote the wheelbase, the 
differential gear ratio and the 
piston displacement of those mod- 
els of all pickles... 

How well I remember when Mr. 
Dobbs, that advertising genius, had 
a crew of young people going from 
drugstore to drugstore in New 
York asking casually for Coca- 
Cola. If the druggist said he didn’t 
have it he might add: “We have 
some nice soda water.” Whereupon 
the young pseudo customers would 
walk out with polite disdain... 

How fortunate was La Mothe 
Cadillac that his good name was 
entrusted to Henry M. Leland. 

The good name acquired by a 
fine product can never be attri- 
buted to what is commonly called 
“advertising” alone, because hon- 
est advertising only broadcasts the 
impressions that are in the users’ 
minds. That is all that advertising 
is supposed to do. Its job is to 
communicate to 150,000,000 Amer- 
icans what others have learned. 

It simply interprets the spirit, 
gives sincere expression to the 
reasons why the product is ac- 
cepted, and reveals the satisfac- 
tion men have in building some- 
thing that is worth while. The 
profits come incidentally, as al- 
ways happens when men try with 
the best that’s in them to do a fine 
job. They treasure their good 
name. 

Well, there’s the real answer to 
Bill Shakespeare’s question .. . 


—Ned Jordan (author of the ad, 
“Somewhere West of Laramie” for the 
Jordan automobile), in his column 


in Automotive News, Oct. 16, 1950. 


Excess Profits Taxes 

Leaders of American business 
and Congress will shortly be grap- 
pling with one of the knottiest of 
political-economic problems—an 
excess profits tax. 

To Congress—and to the Amer- 
ican people—the tax symbolizes 
business’ obligation to share the 
sacrifice of war...But business 
men—and many congressmen 
agree—are concerned about the 
economic damage an excess prof- 
its tax can do... 

..An excess profits tax is a 
major promoter of waste. Why 
should anyone sweat to work down 
costs if the savings go to the gov- 
ernment? The result in World War 
II was a rush to pad expense ac- 
counts and easy acceptance of pre- 
mium payments for materials and 
labor—just spending government 
money. 

The danger that the tax may 
actually undermine industry comes 
from the fact that this mobiliza- 
tion is not temporary. We are in 
for the long pull—a period of semi- 
war that may well last a decade. 

The government has already 
taken steps—five-year amortiza- 
tion and government-backed loans 
—to expand and improve that part 
of our industrial establishment 
that will be involved in defense 
production. 

But those sectors of industry, 
under today’s plans, will be only 
a small part of our industrial ma- 
chine. If the excess profits tax 
removes both the incentive and 
the ability of the rest of industry to 
improve its facilities, industrial 
progress will virtually stand still. 

An excess profits tax that lasts 
for many years removes the in- 
centive to modernize existing 
equipment and to expand produc- 
tion... 

Somehow, business leaders and 
our congressmen must find a com- 
promise. They must devise a law 
that will minimize these potentials 
for economic sabotage... 


—Editorial in Business Week, Oct. 
28, 1950. 
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Rough Proofs 


The bakers and vitamin man 
facturers will be able to devel 
some good testimonials from th 


'denizens of Chicago’s Skid Ro 
| since research shows their healt 
| has been greatly improved by eat 


ing bread made with enriche 
flour. 

- 
Convention salesmen are giving 
praise for the strong tendeny 


| toward bigger and better badge 


and the use of giant typewrite 
type to identify their custome 
and prospects. 
e 

Wonderment over the addition, 
a crossword puzzle to the author 
tative news content of the N 
York Times is really unjustifieg 
as crossword puzzles and myste 
stories appeal to some of the be 
and most fastidious minds, t 
possessors say. 


Since John Lardner has beg 
writing dramatic criticisms for T 
New Yorker, readers who are ip 
clined toward the sporting wo 
have found numerous appealin 
references to left-handed batte 
glass chins and hitting to righ 
field nestling among the more c 
tural items. 

& 

CIO is now addressing plaintiy 
notes to “Dear Doctor” in its ad 
vertising in favor of compulso 
health insurance, and maybe thi 
will take the heat off the Americay 
Medical Assn.’s campaign agains 
it. 

a 

Advertising for and against com 
pulsory health insurance remind 
philosophers that promoting one 
own ideas are always legitimat 
education, while similar stuff froy 
the enemy is sheer propaganda. 

< 

Publishers are adopting resol 
tions protesting increases in th 
prices of newsprint and book pai 
per, but as long as they contin 
to use the stuff in increasing quan 
tities, the market will probab 
continue to disregard the resol 
tions and note only the demand. 

& 

The New York Yankees (foo 
ball edition) seem to have caugh 
inspiration from the glorious deed 
of Joe DiMaggio, Yogi Berra an 
Gerry Coleman during the pa 
few months at Yankee Stadium. 

o 

Coca-Cola, which is rumored t 
have a strong belief in adverti 
ing, is now proving it anew b 
telling the story of media value 
to its thousand and more loc 
bottlers. 


What ever happened to the old 
fashioned automobile advertise 
whose copy contained comple 
mechanical specifications am 
ended by quoting a price f.o.1 
Detroit? 

~ 


The new restrictions on insta 
ment selling have convinced man 
businesses that the poet was wro' 
when he suggested taking the cas 
and letting the credit go. 

* 

Radio papers indulging in name 
calling over conflicting circulatio 
claims seem not to have heard 0 
an organization known as the ABU 

Copy Cu 
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Put the FIRST newspaper 


FIRST on your List in 
“| \- America’s 3rd Market 


IN THE FIRST 9 MONTHS OF 1950 


= 


|_| THE PHILADELPHIA INQUIRER . 
|__| PUBLISHED 25,900,000 LINES | 


| OF ADVERTISING" 


Again The Inquirer is first in Philadelphia in 


advertising linage... as it has been for the past 17 years. 
The Inquirer leads the 2nd paper in Philadelphia by 
4,000,000 lines. The total 9 months’ figure represents 


: | the largest volume of advertising linage in Philadelphia 


in a similar period in any year! 


- *Source: Media Records. Both The 
Inquirer and 2nd paper publish 7 days 


SEPTEMBER CIRCULATION: Daily over 700,000—Sunday over 1,100,000 


Che Philadelphia Pnguirer 


PHILADELPHIA PREFERS THE INQUIRER 


Exclusive Advertising Representatives: 
ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 + 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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of America 


The first half of the Twentieth Century 
has two months to go. Within its span 
the life of the average woman has 
changed completely. 


Fifty years ago a woman's life 
was bounded on all four sides by the 
walls of her home. Even there her fran- 
chise was limited. It was a man's world. 


Today's woman can do most any- 
thing, be most anything. She can have 
a career or a family or both. Her life 
is fuller, richer, more rewarding in 
every direction. In the home she is now 
a full partner. Her interests parallel 
those of her husband. Together they 
plan for the future. Together they 
make the family decisions. Together 
they spend the family income. 


Knowing this, more and more ad- 
vertisers insist on reaching the whole 
family. As a result, there is more ad- 


vertising in The Saturday Evening Post 
than in any other leading magazine. 
In its more than four million households, 
the Post is read by 95 per cent of the 
husbands and 92 per cent of the wives. 
It gets to the heart of the family. 


It gets to the heart of America. 


A comprehensive survey of weekly 
magazine reading reveals that: 


. Readers spend more time with the Post 
. Readers return more often to the Post 


Readers believe the Post is more reliable 


hRWON = 


. Readers have more confidence in products 
advertised in the Post 

5. Readers pay more attention to advertising 

in the Post 
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This is the Sales Manager 

who discovered the buying power 
of 1,000,000* MEN who 

read and own 


The Elks Magazine. 


*Dec, 1949 ABC statement— 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


feoccccccccccccccce 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Sets Flavor-Seal Policy 

Cory Corp., Chicago, which re- 
cently acquired the assets of Fla- 
vor-Seal Cookware Inc., Chicago, 
has announced that the Flavor- 
Seal line of products will continue 
to be sold exclusively through the 
house-to-house demonstration 
field. J. W. Alsdorf, Cory presi- 
dent, said that the parent corpor- 
ation has no plans to market its 
complete line of electric appli- 
ances through house-to-house 
channels. 


Appoints Gould & Tierney 


Baker Refrigeration Corp., 
South Windham, Me., manufac- 
turer of air conditioning and refri- 
geration equipment, has appointed 
Gould & Tierney, New York, as its 
agency, effective Nov. 1. The 1951 
schedule includes national maga- 
zines and trade publications, 
backed by a cooperative distribu- 
tor program, trade shows, direct 
mail and special industry promo- 
tion campaigns. 


Prints Import Directory 


The New York Journal of Com- 
merce has published its 1951 Di- 
rectory of U. S. Import Concerns. 
The publication lists a total of 
10,328 companies, alphabetically 
listed in ten major import mer- 
chandise groups, which have done 
actual importing during the most 
recent two-year span. Copies are 
available at $5 each from the Jour- 
nal of Commerce, 63 Park Row, 
New York. 


Set NY Industrial Show 


The Greater New York Indus- 
trial Show, sponsored by the Tech- 
nical Societies Council of New 
York, will be held in New York, 
May 7-11, 1951, at the 71st Regi- 
ment Armory. A. J. Slomanson 
Advertising, New York, has been 
appointed to handle publication 
advertising, direct mail and pub- 
licity for the show. 
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Manz knows that the top element 


necessary to the life of any company is 


of 2ST aes ae 
service in our business is made up of 
many ingredients: constructive help to the 
customer, planning every job for its most 
economical production, the figuring of 
prices on a basis of what the printing job 


requires, and delivering promised quality 
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GRACELAND 2-1000 
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Advertising Age, November 6, 1950 


Albert D. Lasker, of Lord & Thomas fame, has bought a house 
called “Heathcote” in Millbrook, N. Y...The young fellow who 
started to work as a clerk in the engineering department of Cater- 
pillar Tractor Co. in 1915 was awarded a pin not long ago by C. L, 
Best, chairman of the board. The recipient was Louis B. Neumiller, 
who has been president of the Peoria company since 1941... 

The two founders of Black & Decker Mfg. Co., Towson, Md., §, 
Duncan Black and Alonzo G. Decker, were given the company’s first 
40-year service pins at a testimonial dinner on Oct. 12. Specially 
bound books signed by the supervisory staff expressed appreciation 
for the veterans’ leadership. . . 

Thomas D’Arcy Brophy, chairman, and William B. Lewis, v. p. of 
Kenyon & Eckhardt, gave a luncheon Oct. 18 at the St. Francis for 
San Francisco media execs. Guests were introduced by John Wiley, 
San Francisco manager of K&E... 

Sam Kamin, president of Neon Products Inc., Lima, O., had the 
fun of crowning beautious Miss Plastilux (Janet Burget) during the 
celebration of the company’s 20th anniversary... 


RAY LOCKE DAY—Oct. 13 was observed by the Dallas Advertising League in honor 
of Ray Locke, founder and for many years president of Tracy-Locke Co., Dallas, 
until his recent retirement. Following a luncheon, this group gathered for a pic- 
ture in front of a 24-sheet poster erected for the occasion by Packer Corp. Left to 
right (front row) are J. B. O’Hara, Dr. Pepper Co.; Ward Mayborn, publisher, 
Sherman Democrat; Rowland Broiles, Fort Worth agency president; W. S. Dorset, 
Mrs. Tucker’s Foods; Ray Haun, This Week Magazine, New York; Mr. Locke; 
Wilson Crook, head of Crook Advertising; Morris Hite, Mr. Locke’s successor at 
Tracy-Locke; and Tom McHale, ad manager of Dallas Magazine. Back row: Carl 
McWade, Skilsaw, Chicago; C. C. Welhausen, of TexTan; Harry D. Guy, Dallas 
News; and Otto Bruck, a former Dallas agency executive. 


“It’s a boy!’”’ shouts the card of Ell Henry, publicity manager of 
American Broadcasting Co. in Chicago. The baby, Ell III, was born 
Oct. 21... Barney Greenhow of the publicity staff of WLW, Cincin- 
nati, also has a new son, Junior, born on Oct. 16.. . Earl Bradley, 
salesman at WKRC-FM, Cincinnati, is the father of a daughter, 
born Oct. 22...George A. Hecht, v. p. of Doubleday & Co., who 
started as a book shop clerk, is celebrating 25 years with the publish- 
er... Oveta Culp Hobby, executive v. p. of the Houston Post, has 
been named chairman of the newspaper committee for Brotherhood 
Week, to be sponsored by the National Conference of Christians and 
Jews. Serving on her committee will be 18 top flight newsmen... 

John L. Bogert, the sole surviving member of Columbia Univer- 
sity’s class of 1878, spent his 92nd birthday as usual, at his desk, as 
associate editor of the Marine Journal. He is still active in the Or- 
atorio Society of New York, where he is a 50 year member, and sang 
at Carnegie Hall last winter. .. Dave Mahoney, 27-year-old v. p. and 
Ruthrauff & Ryan wonder boy, is the subject of a column in Robert 
Ruark’s syndicated piece. . . 

Client contact chores have been shelved for the time being by Ken 
Ward, executive v. p. of Pollyea Inc., Terre Haute, Ind., agency. A 
broken leg is the cause of his temporary location in St. Anthony’s 
Hospital. .. 

At the annual meeting of the Omaha Sales Managers Assn., Yale 
H. Clark, sales manager of Crown Products Co., Ralston, Neb., was 
elected president... E. Huber Ulrich, assistant to the president of 
Curtis Publishing Co., is chairman of the Brand Names Day-1951 
committee. His group will make the plans for the 6th annual con- 
ference sponsored by the Brand Names Foundation, scheduled for 
the Waldorf-Astoria next April... ; 

The Illinois state society of the Sons of the American Revolution 
gave its first annual patriotism award to Col. Robert R. McCormick, 
editor and publisher of the Chicago Tribune, naming him “the great- 
est patriot of this generation.’ . . 

Bert Stolpe, manager of promotion and public relations for the 
Des Moines Register and Tribune, takes no chances on the pronun- 
ciation of his surname. His business card assists the unknowing with 
marks for a short “o” and a long “e”... 

Mike Lown, 22-year-old editor and publisher of the Olean News, 
flourishing New York weekly, lays claim to being the youngest edi- 
tor and publisher in the newspaper field... A second child, Kenneth 
Steven, was born to Mr. and Mrs. Jack Davis recently. Jack is man- 
ager of the New York office of W. S. Grant Co., radio station rep- 
resentative. .. 

Bob Foulke, president of Foulke Agency, Minneapolis, sailing 
with his son Bud as skipper, won the “D” class championship at the 
annual regatta of the Inland Lake Yachting Assn. at Lake Mendota, 
Madison, Wis. It was a repeat performance; they won the same event 
last year at Lake Geneva... 
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Get the whole story from 


which one 
is the most 


appealing? 


Question any group of men, and chances are that you'll get 


a few votes for each of these ladies. 


But an advertiser's choice is clear. The lady in the upper 
left corner is the most appealing to him. 


For she’s married and has a family —despite the fact she’s a 


mere 23. She'll be buying for years to come—and buying the 
brands she gets to know now while she’s young and open-minded. 


One magazine delivers this great young married market— . 
this magazine is Modern Romances. 


77% of the 3 million women who read Modern Romances 
are married, and of these, 73% have children. Their median 
age is 23, and, what’s more, 9 out of every 10 Modern Romances 
readers are in the free-spending, under-35 age group. 


Advertisers everywhere know the importance of reaching 
young married women. And Modern Romances gy! 
brings you right into the youngest married 


market of them all! 


modern romances 


America’s Youngest Married-Woman Audience 
DELL PUBLISHING COMPANY, INC. + 261 FIFTH AVE., NEW YORK 16, N.Y. 
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Robert Carley Joins Geyer Appoints Bozell & Jacobs Rozene Joins Bass Agency 
Robert Carley, formerly account Shopmaster Inc., Minneapolis,, Leon Rozene, formerly with 
executive with Donahue & Coe,| maker of home power tools, has| Rozene Advertising, Bridgeport, 
and previous to that a vice-presi-| appointed Bozell & Jacobs, Min-|Conn., has been elected executive 
dent of Cecil & Presbrey, 


New York, as account executive. | will be used. | England accounts. 


THIS IS FRED PARSONS — (Another W-G Salesman) 


in 1941. Fred has been a py Representative his entire business career. 
© He is a charter member of the erican Association of Newspaper Representa- 
} tives, Chicago Chapter. A successful salesman and popular in the trade, Fred 
} is backed by much selling experience and the resources of our organization. 
Fred, or any of our salesmen will be glad to consult with you on your 
advertising plans. Please note individual advertisements of our newspapers 
throughout this issue. 


WARD-GRIFFITH CO., INC. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building................ssse0e: Plaza 5-7028 
ME PRs crccctccecocccccceccecocoeces 

General Motors Building.... eece 
Statler Office Bullding.............-.ssecccees Libert; 
i RD CONOR: cvcens cctteecccubeccgteeneed Walnut 
BOUND TRUEIEIG, oc ccccccccsccccesesceccvenccesece Yukon 


has | neapolis, as its agency. Magazines, | vice-president of Bass & Co., New | 
joined Geyer, Newell & Ganger, trade publications and television | York. He will be in charge of New | 


Fred F. Parsons was elected Vice President and Manager of our Chicago office | 


yor« | its direct mail, medical and trade 


facturer. 


GE to Push New Range 


General Electric Co., Bridgeport, 
Conn., -will start national adver- 


tising in mid-November and con-| 
tinue through December for its! 
new medium price electric range) 


designed as a Christmas special. | 
Ads, most of them in full color, 
are built around the Christmas| 
theme, and will be supplemented 
by window streamers, specifica- 
tion sheets, ad mats, and other 
point of purchase material. Young 
& Rubicam, New York, is the 
agency. 


Two Name Murray Breese 


Bobst Pharmacal Co., New York, 
ethical pharmaceutical manufact- 
urer, has appointed Murray Breese 
Associates, New York, to handle 


publication advertising. The agen- 
cy also has been appointed to han- 
dle the account of Phillips & Ben- 
jamin Co., New York drug manu- 


ST 
Ni 


w. P. MARSHAL 


MY SuBscRIPTION TO RETA 
0 
RECEIVen goPIES FOR LAST ™ 


nation’s great stores calls for prompt, dail 
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PORTFOLIO—Large (912” by 13”) billfolg 
used to promote ad program by Meeks 
Co., Joplin, Mo. 


Meeker Co. Uses 
Giant Billfold 
As Ad Portfolio 


JOPLIN, Mo., Nov. 1—Meeke 
Co., billfold and keycase many. 
facturer, has prepared a giant bill 
fold (9%” x 13”) for its sales 
men which contains full detail 
of the company’s fall and winte 
advertising campaign. 

The billfold is made of genuir 
steerhide and contains several 


s| pockets. In the back pockets a 


two large two-color broadsides, 
one of which lists the seven mag. 
azines on Meeker’s advertising 


@ | schedule—American, Collier’s, Eg. 


quire, Holiday, Ladies’ Home Jour. 
nal, Sport and The Saturday Eve. 
ning Post. 

The other broadside feature 
various local advertising help 
available to dealers, such as new 
paper mats, radio spot copy, coun 
ter displays, etc. 

The two broadsides also were 
mailed, a month apart, to a larg 
list of retailers throughout the U.S§; 

In smaller pockets of the port 
folio are reproductions of testi- 
monial letters from dealers, photos 
of the Meeker factory, and proofs 
of new ads. 

Ridgeway Co., St. Louis, handle 
the account. 


Names Carl Jeffress 


Carl O. Jeffress, business man: 
ager of the Greensboro News Co 
Greensboro, N. C., publisher 0 
the Greensboro Daily News ané 
Record, has been named gene 
manager. He succeeds P. T. Hine 
who has resigned effective Jan. | 
Mr. Hines, who has served as 
tional advertising manager, ad 
vertising director, and, since 1940, 
general manager, will be retained 
as consultant. 


Gottesman Names Three 


Julius J. Baader, formerly with 
Wm. B. Remington Inc., Spring 
field, Mass., has joined Gottesmar 
Advertising Agency, Newark, N 
J., as executive vice-presiden 


business .news coverage...the kind that 


only RETAILING DaILy can provide. We've 


ae 


PAPER, 
| FURNITURE & BEDDING + CURTAINS & DRAPERIES - FLOOR COVERINGS.+ CHINA & GLASS * GIFTS & DECORATIVE ACCESSORIES 
_ UPHOLSTERY FABRICS - LAMPS & LIGHTING - HOUSEWARES - MAJOR APPLIANCES - RADIOS, PHONOGRAPHS. RECORDS < TELEVISION | 


been named account executive, and 


sion director. 


| Apex to Shrout Associates 


York, 
| Glenside, Pa. 


Ralph E. Skedgell, copy chief, hag 


Leonard Blake, radio and televi 


Apex Smelting Co., Chicago, ha‘ 


| appointed Shrout Associates, - Chi 


cago, to handle its account. Thé 
1951 schedule includes business 


| papers, special booklets and dire 
| mail. 


| National Bag Moves Offices 


National Bag Advertising Ince, 


| kraft grocery bag advertising, has 


moved from 2 W. 46th St., New 
to ‘14 W. Glenside Ave 


apietalnss 
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NEW YORE 
BOSTON 


SHEBOYGA 


WISCONSIN 


A Wealthy Market For Your Product 
Blanketed With The 


SHEBOYGAN PRESS 


|1. Sheboygan is one of Wisconsin’ 


key cities over 50,000 populatio 
Home of Prange’s, world’s larg 
est department store in a cit 
the size of Sheboygan. 
. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


CHICAGO DETROM 
ATLANTA SAN FRANCISOO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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Mrs. Arthur Murray Says She Wishes 
Dorland Would Take Less Time to Quit 


New York, Nov. 2—The diffi- 
gulties of carrying on a big-time 
television show during the interim 
from the resignation of one adver- 
tising egency—“which continues to 
collect commissions but does noth- 

else”—and the assumption of 
the work by another agency were 
recounted today by Mrs. Arthur 
Murray. 

Mrs. Murray’s comments were 
a sequel to last week’s story an- 
nouncing the heated resignation of 
Dorland Inc. as TV agency for 
Arthur Murray School of Dancing 
and the appointment of Ruthrauff 
& Ryan, which has handled all the 
Murray account except its recent 
yideo programs for 30 years. 

Dorland’s resignation in a letter 
dated Oct. 25 and released to the 
press gave the client four weeks’ 
notice. Mrs. Murray told AA that 
this letter, delivered by messenger, 
arrived late on the afternoon of 
Oct. 26. 


s “The preceding day, Mr. Mur- 
ray mailed a formal notice of dis- 
missal to Dorland. If the govern- 
ment is still delivering mail, it 
should have been received by the 
following morning,” Mrs. Murray, 
vy. p. of the school of dancing, said. 

After receiving the Dorland let- 
ter, Mr. Murray on Oct. 27 wrote 
in reply: 

“In your letter of resignation 
dated Oct. 25 you state, ‘The Ar- 
thur Murray Show can only be a 
floundering, poorly integrated, un- 
showmanlike presentation with 
which we cannot afford to associ- 
ate ourselves.’ 

“If this is your honest feeling, 
there is no reason for your res- 
ignation to take effect four weeks 
from now. I am willing to accept 
your resignation as of Monday, 
Oct. 30, 1950. If you have made 
any commitments with employes 
or others on my account, I shall 
be glad to relieve you of them.” 


s Dorland, however, declined Mr. 
Murray’s proposal for a complete, 
immediate end of their - associa- 
tion, in the following memo: “In 
answer to your letter of Oct. 27, 
we will stand on the terms of the 
contract and will give you every 
cooperation and facility of the 
agency in the execution and ful- 
fillment of our agreement.” 

Mrs. Murray, who is mistress of 
ceremonies on the telecast, ex- 
pressed surprise at the way Dor- 
land has handled the matter. 

“T always thought an advertising 
agency should behave toward its 
clients like a lawyer, protecting 
their interest, but not striking out 
against them in print,” she said. 


® Being forced to continue the 
relationship for four weeks has 
further annoyed the Murrays. “I 
don’t know why they want to stay 
around when there was a perfect- 
ly easy way to get a divorce,” she 
stated. 

“One of the things we have had 
to contend with was a letter writ- 
ten to Brooks Costumers by Dor- 
land, which made it impossible for 
us to get costumes for one show 
until we sent cash with the mes- 
Senger,” she continued. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

vince — Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 

— 80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 

SEND FOR OUR COMPLETE DETAILED MARKET FACTS 

Represented In United States By 
WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Two weeks ago the Murray tele- 
cast, which is aired from 9 to 10 
p-m., EST, over DuMont, devoted 
the second portion of the show to 
a pantomime quiz format, the first 
half continuing with the party 
theme. This move was made, it 
was explained, because the pro- 
ducers have had difficulty finding 


enough performers who can fit into | 


the party time format. Sunday 
night (Nov. 5), the full hour fea- 
tured Mrs. Murray as hostess to a 
group of guests including Elsa 
Lancaster, Ben Blue and Dean 
Murphy. 

The production staff now is 
headed by Norman Frank, who 
resigned as coordinator of the ra- 
dio-TV department of Young & 
Rubicam to take over the assign- 
ment of producer, and Theodore 
B. Sills, former ABC-TV producer, 
as director. 


WTV], Miami, Boosts Rates 

WTVJ, Miami, ABC, CBS, 
Mont and NBC affiliate, has is- 
sued rate card No. 5, effective 
Jan. 1. Class A rate, film time 
only, is raised from $300 to $375; 
class B, from $225 to $281, and 
class C, heretofore unlisted, is $188. 


]]K-Copy to Wilbur Agency 
William Wilbur Advertising, 
New York, has been appointed to 
handle trade and newspaper ad- 
vertising for JJK-Copy Arts. Small 


Du-| 


space is being used. 


Ad Scribe's Item 


BIG FIRMS, SMALL FIRMS get 


real creative spark on big jobs, 
small jobs from Ad Scribe. They 
anatt 4 pod 


downtown layout, art, copy, photoes, type- 
setting, printing. That's AD SCRIBE, Box 
254-A, North Canton, Ohio. Don’t freeze on 
the address; Ad Scribe took to the woods after 
25 years in Chicago. Happy clients served 
by air mail in U. S. and Canada know Ad 
Seribe delivers something extra. Write for 
samples and Credit Card that saves you $10. 


x When we print your ad on “self-stik” 


dnd upp go sales. | 


REPRESENTATIVES: A few choice territories still available. Write for information. 


CHICAGO } prin rine COMPANY « 2629 NORTH KILDARE + CHICAGO 39, ILLINOIS + IN NEW YORK 400 MADISON AVE. 


OFFICES IN PRINCIPAL CITIES 


Self-Stik 
Point-of-Sale 
Advertising 


MystTIK, it’s ready to be put up with a touch 
That means more point-of-sale advertising . . . 
less waste. And Mystik gets the best spots... 
cash registers, counter tops and fronts, store 
doors or right on your product. 


We will print and die-cut Mystik to give you 
attractive and useful point-of-sale plaques, shelf 
strips, two-way door signs, product identification 
and price labels, can and bottle holder plaques 
and projection displays. 


MysTIK is just part of CuicaGo SHow Printing 
Company’s full line of point-of-sale services and 
merchandising aids from a creative art department 
to complete facilities for printing, lithographing 
and distribution. 


FREE—Write for sample and new book, 
“39 Ways to Use MYSTIK.”’ Also idea book on 
cardboard and other displays of every kind. 
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to tell people 


the most effectivelis 
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aWevices men have used 


Iwhat they have to sell, 


tis the microphone... 


And this one reaches them today 
at lower cost than any other advertising medium, 
or any other microphone. 
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Usefulness of ‘Country Gentleman’ 
Subject of New Survey by Curtis 


PHILADELPHIA, Nov. 1—How use- 
ful Country Gentleman is to its 
readers is stressed in a readership 
survey released today by Curtis 
Publishing Co. 

The study, conducted by Nation- 
al Analysts Inc., is based on inter- 
views with 2,415 men and women 
and covers their readership of the 
May issue of the farm monthly. 

The report released today shows 
that 96.2% of both men and women 
readers read advertisements in 
the issue. Of this total, 69.1% “al- 
ways” or “frequently” read the ads 
in Country Gentleman. Of 74% 
who get useful information from 
the ads in it, three out of four 
(76.1%) were able to recall spe- 
cific helpful ideas obtained from 
the ads. 


gs The technique used was to ask 
readers, without aided recall, if 
they get useful ideas from Country 
Gentleman on how to farm and live 
better. Readers were then asked to 
identify specific ideas gained 
without looking at the farm pub- 
lication. 

Persons interviewed were asked 
the amount of time they spend with 
Country Gentleman, how well they 
read it, what they read, the extent 
to which they consider it useful, 
and their opinions about it and 
other farm magazines, Interview- 
ers did not identify themselves as 
representing Curtis until these 
questions were answered. 

The report, released by Donald 
M. Hobart, director of Curtis’ re- 
search department, also contains 
competitive material on preference 
and reading. 

The study showed 90.7% of men 
and 94.4% of women questioned 
read the publication frequently. 
Men return to it for reading an 
average of 5.2 times and women 
5.5 times. Every major editorial 
item in the May issue (there were 
53, it is said) had been seen in 65% 
of the homes within six to eight 
weeks following date of publica- 
tion. 


ws On farming, more than six out 
of ten said they got useful ideas 
fiom Country Gentleman on rais- 
ing major crops, and of these more 
than six out of ten mentioned spe- 
cific helps. On homemaking, six 
out of ten women were aided and 
over seven of ten identified speci- 
fic ideas. 

Homes were selected from sub- 
scription lists and the survey was 
made by personal interview on a 
“list-probability” basis. One hun- 
dred counties were selected 
throughout the nation for sam- 
pling, and 1,654 households were 
selected from 46,995 names on the 
lists. 

Mr. Hobart said Curtis has spent 
about five yeats working toward 
this study. It showed, incidentally, 
that the people in 98.9% of homes 
visited identified themselves as 
reading Country Gentleman reg- 
ularly. Mr. Hobart said this high 
figure was significant in view of 
the fact that interviewers merely 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 


THE CHARLESTON DAILY MAIL 
1. The Daily Mail, Charleston’s 
‘ only evening newspaper. 
2. The Daily Mail, West Virginia’s 
largest afternoon paper. 
8. The Daily Mail leads in retail 
food advertising. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


said they were making a “national 
farm magazine study.” 

He called the study as complete- 
ly free of bias as humanly possible 
and said he thinks it “sets new 
standards in the media research 
field.” 


Snow Canning Starts Push 

F. H. Snow Canning Co., Pine 
Point, Me., is using more than 60 
dailies from New England to Cal- 
ifornia for its fish and clam chow- 
ders and other products. Trade 


drive. Daniel F. Sullivan Co., Bos- 
ton, is the agency. 


Roberts Agency Moves 

Roberts.& MacAvinche, Chicago, 
has moved from 30 N. Dearborn 
St. to 210 E. Ohio St. 


_ an ade | appointed Beaumont, 
publications, radio and retailer | Sperling, Reading, Pa., as its agen- 


promotions are supplementing the | 


Appoints Beaumont, Heller 
E. F. Houghton & Co., Philadel- 


| phia, manufacturer of metal work- 


ing and textile products, lubri- 
cants and industrial packings, has 
Heller & 


cy. 


McTiernan to Fred Wittner 

Edmund C. McTiernan, formerly 
production manager of Lynn Bak- 
er Inc., has joined the production 
department of Fred Wittner Ad- 
vertising, New York. 


Advertising Age, November 6, 1984 
Issues Medical Quarterly 


Sandoz Pharmaceuticals, diyj. 
sion of Sandoz Chemical Works, 
New York, has begun publication 
of a quarterly called “Medical Ho. 
rizons,” which is being distributed 
to the entire medical profession, 


Ruby Named Sales Manager 

Beech-Nut Packing Co., Cana. 
joharie, N. Y., has appointed Cay 
W. Ruby, assistant vice-presid 
as manager of sales for the com. 
pany’s food products and chewing 
gum divisions. 


—. 


Sell the best man in every dozen . «REACH 
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Adverti: ing Age, November 6, 1950 


:@ Replaces K&E 
for Sy!vania Television 


Roy S. Durstine Inc., New York, 
has becn named to handle adver- 


Magnavox Co. when Maxon Inc., 
which continues to handle other 
media for the radio-TV maker, 
refused to place the program with- 
out a talent commission. 


Gerrard Elects Renois V. P. 


Gerrard Steel Strapping Co., 
Chicago, subsidiary of U. S. Steel 
Corp., has elected William B. Re- 
nois vice-president in charge of 
sales, succeeding S. G. Adolph Lar- 
sen, who has been appointed assist- 
ant to the president, Harry G. Wal- 
ter. 


CCA Adopts 12 
Audit Refinements 


New York, Nov. 1—The Con- 
trolled Circulation Audit has 
adopted 12 of 15 specific proposals 
submitted by its committee on 
auditing procedures to tighten up 
auditing practices. 

This action by -the board of di- 
rectors of CCA was taken at a 


a special statement sent to all CCA 
members. 

A special clinic session will be 
held Nov. 17 in conjunction with 
CCA’s annual meeting for discus- 
sion of rules, regulations and 
methods now required for con- 
formance to the new procedures. 


s The committee on auditing pro- 
cedures submitted 15 specific pro- 
posals to the CCA board. Twelve 


meeting Oct. 20, Richard S. Hayes, | of these were adopted. 


president, announced this week in 


The proposal to discontinue ro- 


| Ho- for the Radio & Television 
uted pivision, Sylvania Electric Prod- 
on, ycts, Buffalo. Kenyon & Eckhardt 
former|y serviced this account. The 
er division now carries the football 
‘ana-§ game of the week over a lineup 
Carli of ABC radio stations and a news- 
dent, r schedule. 
com- This fall K&E was assigned to 
wing produce a _semi-monthly hour 
dramatic telecast (CBS-TV) for 


—_—_ 


When you reach Popular Mechanics’ 


BIG Man Market you sell 


THE BEST MAN IN EVERY DOZEN 


- 
BIG? Yes! Popular Mechanics gives you 
one man in every twelve in America. 
Popular Mechanics delivers this big, 
important, undiluted, adult male market 
, .. . over one million circulation . . . over 


BEST? Yes! You can’t overlook the extra 


selling force of Popular 


force that springs from the special char- 
acter of Popular Mechanics’ readership. 
The Popular Mechanics reader has the 
“PM. Mind”. . . he’s more alert to 
ideas, more active, more interested in 
products and what they will do for him. 


4\% million readers. If you’re building a 
schedule for any man-bought products, 
you can’t overlook this best buy in men. 


He’s more receptive, more responsive 
to advertising . . . a fact proved again 


Mechanics, a 
by men. 


and again by surveys, by actual case 
histories, reflecting the amazing pulling 
power of Popular Mechanics advertising. 
The man with the P.M. Mind reads ads 
deliberately and consciously responds. 


Popular Mechanics pull can be har- 
nessed to get inquiries, mail orders or to 
send men into retail outlets to ask for 
products by brand name. It can be har- 
nessed to products of every kind bought 


Get the Whole Story Now! 
Call your Popular Mechanics represent- 
ative now and get the whole story of 
this big man market, this more respon- 
sive man market, this best man market. 
Get the story and you'll put Popular 
Mechanics first on your schedules for 
men’s products. 
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tational circulation was adopted 
with the proviso that this change 
in procedure will not apply to 
present publication members who 
are currently using and reporting 
rotational circulation, but further 
extension of the rotation method 
will be discouraged by the bureau. 


a “Undoubtedly the most signifi- 
cant proposal submitted by the 
committee,” Mr. Hayes says in his 
statement, “was that requiring the 
reporting of ‘verified controlled 
circulation’ as defined in the com- 
mittee’s report. This proposal was 
adopted with the proviso that a 
two-year transition period be 
allowed. 

“During this period a publisher 
will have the option either of re- 
porting verified controlled circula- 
tion by quantity and by sources, or 
of continuing, without prejudice, 
to make (in the language used in 
the present audit form) ‘a com- 
prehensive statement with respect 
to sources of supply of names and 
provisions made for keeping lists 
up to date.’ ; 

“The remaining nine proposals 
adopted,” Mr. Hayes says, “have 
the effect of maintaining and for- 
malizing the basic principles and 
methods of controlled circulation 
audits as hitherto practiced by the 
bureau, or of eliminating certain 
portions of the present audit form 
which have come to be generally 
recognized as being beyond the 
proper scope of a circulation audit 
report or not susceptible to audit.” 


# Preparation of a revised book of 
rules is under way and will be 
mailed to all members at the 
earliest possible moment, Mr. 
Hayes said. 

After transaction of the usual 
business, consisting of reports and 
election of directors, at the Nov. 
17 meeting, Adin L. Davis, man- 
aging director of the bureau, told 
AA, there will be a session for in- 
terpretation of the new rules and 
regulations. This will be followed 
by a luncheon, after which the 
board will proceed to the election 
of officers and unfinished business, 


Roland Maus Appointed 
President of Miracloth 


Roland G. Maus 
has been ap- 
pointed president 
and general man- 
ager of Miracloth 
Corp., Chicago. 
Mr. Maus for- 
merly was vice- 
president in 
charge of sales 
and _ distribution 
of the Valdura 
division, Ameri- 
can-Marietta Co., 
Chicago, and for 
two subsidiary companies, Pacific 
Chemical Co. and Chlorine Solu- 
tions Co., Los Angeles. 


WQUA Names Flambo, Grandy 


Station WQUA, Moline, IIl., has 
promoted G. LaVerne Flambo 
from commercial manager to gen- 
eral manager. W. John Grandy, 
formerly account executive at 
Station KDAL, Duluth, has been 
named commercial manager. Mr. 
Flambo will continue as executive 
vice-president of Moline Broad- 
casting Co., owner and operator of 
WQUA, new affiliate of CBS. 


DAYTONA BEACH 


FLORIDA 
Florida’s Year "Round Resort Reached By 
THE DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. 
. Over $55,000,000 effective buying in- 
come. 
Over $38,000,000 retail sales. 
. A quality market index of 140. 
. 1949 total advertising 10,066,667 lines. 
. National advertising gain 20.58%, 
compared to Nation’s average 14.80%. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented By V. J. ¢ dr. In Jack ‘ille 


R. G. Maus 


Supe 


nd Nationally Represented 


A By 
WARD-GRIFFITH CO., INC. 
CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 

SEND FOR OUR CITY ZONE POPULATION FOLDER 
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were included in the survey: Country 
he 5 other farm magazines surveyea:— 
GRESSIVE FARMER * FARM & RANCH-SOUTHER 


To determine 
was overwhelmingly rate 
N AGRICULTURIST 


CESSFUL FARMING ° CAPPER'S FARMER + PRO 
Dp VOTE FOR OTHER 5 


FARM JOURNAL» SUC 
COMBINE 


COUNTRY GENTLEMAN 


Al.2% 

39.3% 
A27% 
51.9% 
1.4% 


Pick Up Most Often 


Gives Greatest 
Enjoyment 


Gives Most Helpful 
Information 


Gives Best Combination 
of Enjoyment and Help 


want Most to Keep 
Reading 
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eae have discovered in recent years that 
Agricultural America is the nation’s richest source 
of profitable new sales. How farm magazines com- 
pare in selling power has now assumed major mar- 
keting importance. 

Circulation is one important measure—and Country 
Gentleman alone, reaching 2,300,000 prosperous 
families at the lowest milline rate in its field, pro- 
vides efficient coverage of the best farm customers 
throughout the national market. 

But a magazine’s circulation must be evaluated in 
relation to its impact—for the advertiser’s objective 
is to obtain numbers of people who are impressed by 
a message. 

What happens after a magazine enters the home? 
How is it read? What does it do for readers? How 
do they compare it with other magazines they 
receive? 


A New Measure of Impact 
Dependable answers to these questions about Country 
Gentleman have been found in one of the most ex- 
tensive, penetrating and scientific studies of reading 
habits ever made in the magazine industry. It was 


agazine Readership Ever Made ... Shows Why 


GREATER POWER TO MOVE PEOPLE 
GREATER POWER TO MOVE GOODS 


See full story of results and survey details. Ask 
your Country Gentleman representative to show 
youpresentation titled “After the Mailman Leaves.” 


conducted by the distinguished probability-sampling 
experts of National Analysts, Inc. 

They developed the best cross-section of all 
Country Gentleman homes that modern research can 
provide. Personal interviews in depth were made 
with 1,157 men and 1,258 women household heads 
in 1,362 subscriber families, selected by the list- 
probability method from the total subscription list. 


A Re-Confirmation of Leadership 


The survey proves what many an advertiser has long 
sensed about Country Gentleman and explains why it 
has enjoyed for so long its present position of leader- 
ship: Ist among farm magazines—12th among all 
magazines—in advertising revenue. 

The findings reveal that: (1) Country Gentleman 
is read regularly by 90.7% of the men, 94.4% of the 
women; (2) an issue is returned to for reading 5.2 
times by men, 5.5 times by women; (3) an issue is 
read 3 hrs. 19 min. by men, 3 hrs. 13 min. by women; 
(4) every major editorial item in issue surveyed had 
been seen in 65% of homes; (5) 6 out of 10 men and 
women get useful ideas from it, and most can recall 
specific ideas; (6) 96.2% of families read the adver- 
tising, and most get useful ideas from it and can re- 
call specific ideas. And they overwhelmingly prefer 
Country Gentleman to the other farm magazines, as 
the table at left shows. 

That is why good advertising placed in Country 
Gentleman gets better attention—and better results. 
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Sout Benp, Oct. 31—Studebak- 
er Corp. will use ads in 2,650 daily 
and weekly newspapers, beginning 
early in November, to introduce its 
1951 line of cars. 

The factory ads, ranging in size 
from 600 lines to six columns full 
length, will be timed to coincide 


ELIZABETH 


NEW JERSEY 


A Wealthy Market For Your Product 
Covered By The 


ELIZABETH DAILY JOURNAL 
1. Metropolitan high spot of New 
Jersey. 
2. Union County market index 115. 
3%. Net buying income $634,201,000. 
4. Retail sales $330,948,000. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOSTON ANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Studebaker to Introduce ‘51 Models Via 
Heavy Newspaper, Radio, Magazine Drive 


with the expected delivery of the 
new models. Copy will run over 
the local dealer’s signature. 

Followup insertions, placed by 
the dealers, will announce time 
and place of the first local show- 
ings of the new cars. Teaser ads 
now are appearing. 

Full-color ads in 21 magazines 
will be used, following the initial 
boost through newspapers, and on 
the company’s assembled network 
of 94 radio stations across the 
country. 


a The magazine portion of the 
campaign will break with color 
spreads in the Nov. 18 issue of The 
Saturday Evening Post; the Nov. 
20 issues of Life, Newsweek and 
Time, and the Nov. 25 New York- 
er. 

Color pages will follow in Better 
Homes & Gardens, Business Week, 
Capper’s Farmer, Collier’s, Coun- 
try Gentleman, Farm Journal, 


| Farm & Ranch with Southern 


Agriculturist, Fortune, Holiday, 
Look, Mechanix Illustrated, Pop- 
ular Mechanics, Popular Science 
Monthly, Progressive Farmer, Suc- 
cessful Farming and Sunset. 

The program was initiated 
through a series of dealer pre- 
views in mid-October, and dealers 
were supplied with complete mer- 
chandising kits, including window 
streamers, mats, open-end tran- 
scriptions and catalogs and bro- 
chures. 

Roche, Williams & Cleary, Chi- 
cago, is the agency. 


Names Congdon V. P. 


Robert S. Congdon, formerly 
vice-president, director and group 
head at McCann-Erickson, New 
York, has been named a vice-pres- 
ident of Ward Wheelock Co., Phil- 
adelphia, where he will be account 
executive on Campbell soups. 


Mohr Joins Klores & Carter 

Mel Mohr, formerly with Gunn- 
Mears, has joined Klores & Carter 
Advertising, New York, as a vice- 
president. 


Advertising Age, November 6, reall Advert: 


ANNOUNCEMENT SPREAD—Studebaker Corp. will follow its early November news. 
paper and radio announcement campaign for the 1951 models with full-color spreads 
in five magazines and full-color pages in 16 others. 


Appoints Beatty & Oliver 

Amplex Corp., light manufac- 
turer, has appointed Beatty & 
Oliver Inc., New York, to handle 
its business paper advertising. 
Rickard & Co. was the previous 
agency. 


ant Lists... 


al Lists... 


(All over U.S.) 


blder - General Delivery 
| Route Coverage . . . 


lete Production 
failing Service . . . 


Cost Distribution 
pre than 50 Years ... 


ailings where you want 
when you want them— 
wire, or phone Cornelius. 


Direct to every Hoosier Home! 
E ie 


OCCUPANT 
MAILINGS 


GET LOW COST SALES, FAST? 


Soundest, Speediest, Solidest penetration of 


Indiana (and thereabouts) 


If you want to get into the rich Hoosier market—in the fastest, most economical, 
most accurate way—investigate Cornelius printing and mailing services. 


.. + Your printed selling is delivered to every mailbox in Indiana. Up-to-date 
lists for Cincinnati, Dayton and other market areas too! 


. . » Membership or subscription publications mailed within a few hours. Prod- 


without waste—on short notice. 


ucts with selective markets promoted with speed and efficiency. 


... Every rural home in the entire U. S., or any section of it, can be contacted— 


. .- Cornelius can handle the whole job, or any part of it. Composition, assembly, 


printing (offset or letterpress), addressing, binding and mailing facilities all in 


PLANTS AT 


one big, modern plant. 


PHONE 


Franklin 4517 - Indianapolis, Indiana 


.. - Many kinds of mailing can be assembled, addressed and delivered to the post 
office within 24 hours—Cornelius automatic addressing equipment handles thous- 
ands of pieces per hour. Convenient central location gets mail to the consumer 
with utmost speed. Leading advertisers have proved Cornelius service saves 
time, labor, confusion all the way ‘round. 


CORNELIUS PRINTING COMPANY 


2457 E. Washington St. - 


INDIANAPOLIS AND SILVER SPRING, MARYLAND 


| 


Jurgens of Jergens 
a . 
Leads ‘Cosmo-Quiz’ 

New York, Nov. 1—Louis B. 
Jurgens, assistant advertising man- 
ager of Andrew Jergens Co., Cin- 
cinnati, is the winner of the Sep- 
tember Cosmo-Quiz contest spon- 
sored by Cosmopolitan, it was an- 
nounced today. 

Second place was taken by Mar- 
tha M. Wintermeyer, millinery 
buyer at Marshall Field & Co, 
Chicago, and third prize went to 
Jean W. Knapp, wife of the as- 
sistant advertising manager of the 
Alcoa Steamship Co. here. 

Mr. Jurgens will choose between 
a 14-kt. gold Ronson lighter and 
a Martin “60” outboard motor, 
Miss Wintermeyer will receive a 
34-piece sterling silver table serv- 
ice and Mrs. Knapp will get a 
1951 Zenith portable radio. All 
three will be eligible for the grand 
prizes to be awarded at the close 
of the three-month contest. These 
include a 1951 Cadillac convertible, 
a two-week Bermuda vacation, and 
1951 Zenith television, radio and 
phonograph combination. 

Contests are based on Septem- 
ber, October and November issues 
of Cosmopolitan and are limited to 
employes of national advertisers, 
or accredited agencies and their 
immediate families. 


Goldberger Leaves Bulova, 
Starts Gramercy Advertising 


Maurice M. Goldberger, for 17 
years assistant advertising mana- 
ger in charge of the creation of 
promotions and advertising plans 
| for Bulova Watch Co., has resigned 
to form Gramercy Advertising Co., 
30 Rockefeller Plaza, New York. 

The new organization will con- 
centrate on the development of 
special assignments in sales pro- 
| motion, advertising and merchan- 
| dising, with emphasis on selling 

ideas for manufacturers and re- 
| tailers as well as for advertising 
| agencies. 


| Dean, Billstone Join McCann 


Sidney W. Dean Jr. and Donald 
| Billstone have joined McCann- 
| Erickson, New York—Mr. Dean as 

vice-president in charge of mar- 
| keting services, and Mr. Billstone 
/as Wamsutta Mills account execu- 
bane Mr. Dean formerly was 4 
consultant in marketing manage- 
ment, and prior to that a J. Wal- 
ter Thompson vice-president. Mr. 
| Billstone, who will supervise other 
McCann accounts in the textile 
field, was for six years an account 
executive with Benton & Bowles. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 


HAVERHILL GAZETTE 
World shoe making center. 
Western Electric Co. manufac- 
turing center. 

Effective merchandise help. 

Business is good in Haverhill. 

REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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Adverti.ing Age, November 6, 1950 


Adve:tising in a War Economy ... 


Mavazine Ad Bureau Tells Effect 
on lis Medium of World War II 


New York, Nov. 1—Magazine 
Advertising Bureau, in response to 
a rising number of inquiries about 
the effect of World War II on ad- 
yertising, has prepared a summary 
for its members on magazine ad 
developments in the last war. 

Every important classification of 
magazine advertising, the bureau 
declares, was, with the sole ex- 

nm of travel and accommoda- 
tions, “larger in dollar volume at 
war's end in 1945 than it was at 
the beginning of the war, 1939.” 
Some of the figures prepared as 
of MAB’s regular file of 
“Briefs” reports are these: 

Magazine advertising in 1939 
totaled $152,000,000 and 25,800,000 
lines. Volume rose slowly to $180,- 
000,000 and 28,300,000 lines in 
1941, dipped slightly to $175,000,- 
000 and 26,900,000 lines in 1942, 
then rose rapidly—to $228,000,000 
and 34,000,000 lines in 1943, to 
$271,000,000 and 40,700,000 lines in 
44, to $305,000,000 and 46,700,000 
in 45. (The 1949 totals were $445,- 
000,000 and 43,200,000 lines.) 


as The bureau gives the following 
ft on classification totals 
during the war period: : 

(In Millions) 
1942 1945 


1939 1949 
Food Products ..$16.2 $20.2 6 5.6 
Clothing & = " 
Footwear 8.6 10.7 243 8641. 
Toilet meow 17.2 21.9 37.4 37.4 
rere 3 5.1 17.9 27.3 
Beer, Wine & 
Liquor ...... 81 10.8 20.0 26.9 
Non-Electric House- 
hold Equipment 
& Furnishings 5.7 5.6 9.8 23.5 
ic House- 
hold Equipment 4.3 3.2 9.8 18.7 
Smoking Mate- 
x ielewae 7.9 9.5 9.1 14.3 
a & 20 
ies 8.0 13.4 
Structural Fix - . — 
peneens 6 
, A. oe a ae 
com jons 4.1 5.6 12.1 
Medical Supplies 6.7 6.8 11.2 11.7 


In 1939, according to the bureau, 
there were 936 national advertisers 
spending at least $25,000 in maga- 
zines, newspapers and network ra- 
dio. The number in 1944 was 1,498, 
a gain of over half. (Another 50% 
gain came between 1944 and 1949, 
when the number is reported up 
to 2,198). 

Corresponding numbers of $25,- 
000-plus advertisers for maga- 
zines alone, the bureau says, were 
660 in 1939, 1,153 in 1944 and 1,747 
in 1949, 


® Magazine circulations increased 
steadily during the last war. The 
bureau lists these figures for cir- 
culations of Audit Bureau of Cir- 
culations member magazines (gen- 
eral and farm, excluding comics, 
for the second six months of each 
year): 


Single Copy Subscription Total 
(Millions) 

1939 36.4 57.4 93.8 
1940 39.0 55.8 94.8 
1941 44.6 56.3 100.9 
1942 48.3 57.4 105.7 
1943 54.9 56.4 111.3 
1944 60.9 55.1 116.0 
1945 65.7 55.5 121.2 
1949 60.5 83.2 143.7 


As to magazine advertising costs, 
Magazine Advertising Bureau 
Points out that circulations gained 
faster than rates and resulted in 


‘In CANADA 


THE STAR WEEKLY 


reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


WARD-GRIFFITH CO., INC. 


NEW YORK CHICAGO 
BOSTON ATLANTA 


a lower page cost per 1,000 during 
the war. The figures below are for 
a “group of about 45 leading mag- 
azines”’: 


Baw 4-Color 
1939 $2.66 $3.82 
1940 2.58 3.65 
1941 2.51 3.55 
1942 2.45 3.46 
1943 2.48 3.52 
1944 2.55 3.59 
1945 2.54 3.57 
1949 2.88 4.07 


Reviewing paper restrictions, 


the bureau points out that the first 
wartime reduction in paper con- 
sumption was ordered for Jan. 1, 
1943. Users of more than 100 tons 
of paper a year in 1942 were cut 
10%. On Jan. 1, 1944, there was 
a further 15% tonnage reduction, 
also based on 1942 use. All restric- 
tions ended Oct. 1, 1945. 


ws The bureau recalls that most 
magazine publishers lightened the 
weight of their stock and were 
able to get materially more square 
inches of printing surface (pages) 
through that device. They in- 
creased circulation nearly 10% 
from 1942 to 1944—and ad linage 
over 50%—while using one-fourth 
less paper, it is pointed out. 
“Hundreds upon thousands” of 


companies faced the problem of 
advertising with nothing to sell in 
the war, says the bureau. “Prac- 
tically without exception, every 
advertiser had a demand for his 
products or services that was 
greater than he could satisfy. 

“However, most companies not 
only continued to advertise but 
increased their advertising appro- 
priations. Further, hundreds of 
companies which had never ad- 
vertised before came into maga- 
zines.” 

The reasons these companies 
gave for advertising unavailable 
products, says the bureau, are 
“varied and interesting.” It adds 
that it has a list of “experience” 
stories on the subject available 
to advertisers and agencies. 
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Appoints Stovel Associates 


Mitchell Press Ltd., Vancouver, 
publisher of Western Homes & 
Living and Canadian Pulp & Pa- 
per Industry, has appointed Wil- 
fred C. Stovel Associates, Toronto, 
as its representative for eastern 
Canada. 


Brown Joins KBON-FM 


Clinton Brown, formerly in the 
national advertising and promo- 
tion departments of the Omaha 
World-Herald, has joined the sales 
staff of KBON-FM, Omaha, tran- 
sit radio. 


Joins Brooke, Smith Agency 

Edmund F. Rushton has joined 
the traffic department of Brooke, 
— French & Dorrance, De- 
troit. 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 
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it doesn’t make 


” what else she has. And if a woman hasn’t charm, 


“Tf a woman has charm,” once observed 


a famous actress, ‘“it doesn’t make much difference 


much difference what else she has.” That goes, 


too, for prestige. Hither a magazine has it... or it hasn't. 


practical builder) has it in great degree. A look at 
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Beating a sales quota 
by $66,000,000 


N THE RECENT Independence Drive for U. S. Savings Bonds, 
$716,000,000 worth were sold . . . topping the quota by 


more than 10 per cent. 


Since 1942, Bond advertising has played a leading part in 
selling 1,306,929,000 individual “‘E” Bonds. 


During these 9 years, Young & Rubicam co-operating 
through the Advertising Council has contributed some 3,000 
newspaper and magazine advertisements, 5,000 radio com- 
mercials, 150 billboards, car-cards, and posters—a total that 
represents more than 90 per cent of all consumer advertis- 
ing for ‘“‘E” Bonds. 


Of course all Council-sponsored advertising is prepared 
without charge. Radio stations, magazines, newspapers, and 
other media unselfishly contribute free time and space for 
Bond messages. But if measured at regular rates, the U. S. 
Treasury stands as by far the biggest account that any adver- 


tising agency ever had. 


Now that our association with the Treasury is ending, and 
other volunteer agencies are taking over, we want to go on 
record that for 9 years it has been one of the finest clients 


any agency could hope to have. 


The constant friendliness, co-operation, and enthusiasm 
of Secretary of the Treasury, John W. Snyder; of his Assist- 
ant in Charge of Savings Bonds, Vernon L. Clark; of Elihu 
Harris; Leon Markham; and many others; have been of vital 
importance to the continuing success of the U. S. Savings 


Bond campaign. 


We also want to extend our best wishes to Foote, Cone & 
Belding, who take over general magazine and newspaper ad- 
vertising for ‘“E”’ Bonds; to Dancer-Fitzgerald-Sample who 
will handle radio commercials; and to Campbell-Ewald who 


will prepare graphics. 


To them we say: “Good luck . . . you couldn’t have a more 


important account, or a finer client.” 


YOUNG & RUBICAM, INC. 


ADVERTISING 
New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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Stolpe Declares 
More Newspaper 
Promotion Needed 


Waite SULPHUR SpRINGs, W. VA., 
Oct. 31—Publishers were warned 
at the first Eastern-Southern re- 
gional convention of the National 
Newspaper Promotion Assn. here 
last weekend not to be complacent 
about current high advertising and 
circulation revenue. 

NNPA President Bert Stolpe, 
Des Moines Register and Tribune, 
declared: “In my opinion news- 

. papers necessari- 
ly have to sell 
themselves more 
than ever now as 
a basic advertis- 
ing medium if 
they are to main- 
tain high levels of 
advertising and 
circulation reve- 
nues. They must 
meet the growing 
competition from 
other media.” 

He said promotion manage.’s are 
cognizant of costs and should do 
everything possible to reduce them 
in line with good business opera- 
tion. 

“However,” he added, “publish- 
ers need to exploit newspapers as 
the top basic advertising medium 
because of the mounting compe- 
tition from other communications 
media.” 

Reginald Clough, publisher and 
editor of Tide, stressed that tele- 
vision has not as yet made a seri- 
ous impact on newspaper adver- 
tising revenues. He warned, how- 
ever, that newspapers, particularly 
in the evening field, should take 
steps to hold their readership 
through more concise and closely 
edited news. 


B. E. Stolpe 


s William Birke, publisher of the 
Herald-Dispatch, Huntington, W. 
Va., discussing TV, said, “In the 
first year of operation of television 
in Huntington, no adverse effect 
has been found on newspaper dol- 
lar volume, and the reverse is true 
with my paper—we have recorded 
gains in both advertising and cir- 
culation.” 

The promotion men pledged full 
support to the current U.S. savings 
bonds campaign after an appeal 
by Clark Howell, president-pub- 
lisher of the Atlanta Constitution, 
for promotional help. 

Plans were made for the 1951 
national NNPA convention April 
29-May 2 at the Wardman Park 
Hotel in Washington. 


Starts New Candy Drive 


Smiles ’n’ Chuckles Ltd., Kit- 
chener, Ont., confectionery manu- 
facturer, is introducing its new 
Fiesta chocolates using 600-line 
ads in selected Ontario dailies. 
Smaller insertions will supplement 
the initial drive. Ferres Advertis- 
ing Service, Hamilton, Ont., is the 
agency. 


Graham Starts ABC Series 


Dr. Billy Graham has started 
a Sunday afternoon broadcast over 
ABC. Time was bought by the 
Billy Graham Evangelistic Foun- 
dation, Minneapolis, through Wal- 
ter F. Bennett & Co. The program 
will originate from the sites of 
Dr. Graham’s meetings. 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$66,994,000. 
2. Quality of market index 113. 
8. City zone population 47,241. 
4. Lynchburg cannot be sold from 
the outside. 
ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER 
Nationally Represented by 
WARD-GRIFFITH CO., INC. 


NEW YORE CHICAGO DETROIT 
BOSTON ATLANTA SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Two Join Chicago Agency 

K. Kay Estes, formerly space 
buyer for the Irvin Myerson Agen- 
cy, Chicago, and William J. Allen, 
previously with Henri, Hurst & 
McDonald, have joined Advertis- 
ing Engineers Corp., Chicago. Miss 
Estes is media director and Mr. 
Allen, production manager. 


WOV Appoints Graham 

WOV, New York, has appointed 
W. B. Graham & Associates as the 
station’s consultant for the Negro 
market. 


Mitchell Promotes Haas 


Mitchell Mfg. Co., Chicago, man- 
ufacturer of commercial and in- 
dustrial fluorescent fixtures, has 
promoted Howard G. Haas from 
assistant advertising manager to 
advertising and sales promotion 
manager. 


Bear Joins L. A. Agency 

Richard R. Bear, formerly with 
Ray Taylor & Associates, Cleve- 
land, has been named publicity 
director for Advertising Engineers 
Corp., Los Angeles. 


Cuyahoga to Gates Agency 
Cuyahoga Stamping Co., Cleve- 
land, maker and fabricator of 
sheet metal products, has ap- 
panes Gates-Bourgeois Advertis- 
g Agency, Cleveland, as its — 


cy. Trade publications will 
used 


. 


Bozell Names Robbins V. P. 

Charles Robbins, public rela- 
tions director of Bozell & Jacobs, 
New York, since January, 1949, 
has been named a vice-president 
of the agency. 


Advertising Age, November 6, 1955 


Chicago Has 679A17 TV Sets 
Electric Assn., Chicago, reports 
that as of Sept. 30 there were 
679,417 television receivers in. 
stalled and in use in the Chicago 
area. This represents an increase 
during September of 51,536 sets, 


Rototiller Names Schwab 

Rototiller Inc., Troy, N. Y., man- 
ufacturer of the Model T Roto. 
Ette, all-purpose power garden: 
machine, has appointed Schwab & 
Beatty Inc., New York, as its agen. 
cy, effective Nov. 1. 


One or the 16 Eddie's 
Super Markets which 
serve Baltimore's growing 
appetite ... and 3 more 
ore in the plans stage. 


SALES OPERATING 

CONTROLS 
Specific, flexible, practical, 
usable. 541,604 city blocks 


walked and anal 


this modest corner 
grocery store, 


445,456 
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COMMODITY 


retail outlets 3,037 shop- 

ping centers and streets located, SURVEYS 

&0 evaluate the sales potential A market -by- market 

@ each of nine great markets. irect - interview survey 
of commodity brands 


stocked by both chain 
and independent outlets. 


These surveys cover 15 
commodities, 


ties, product rank at 

consumer level for 

} items, 

ood items, cosmetics 

and toiletries in ten ma- 
markets, 


ies 


ans CAKI 


— 


| en) Adver’ 
: ee | 
Gittles. 
Norn 
Te motion 
We ia: ecutiv« 
ce ee 
ree N.C., h 
Te tising / 
a: Greens 
eee 
pee 
ees Epido! 
nia Epidi 
ete maker 
ae ternal 
as named 
% York, 
; len i TT ET SS SE ha la 
ie: » - 
= | ne 1 ; eee ps 1" ae a rie ie, : ‘ T 
: we Re, v - 3 ‘ Jape | : ” 
ee , 
bps ib ; d 
: oe a ¢ ; 
tone ( Z ‘ 
2 
a 4 hd 
. 9 ag r ; : 
oe > bieseee vouarreay eet eet anenel teeeeteuel eieescaate 4 
abe a) led 
. . p 3 .. ‘ ‘ 
2 is _ ak dace - -- -——- - 
iS <0 
tn ee, i . ae Pa oa Pe 
=e ' Par se 
a ee ei. : a . : ~ - 
Ms - i ] | j } 
' ROCE: , ’ 
P a ; , E 
e Gied A. ke bal s 
ee . AB ae 
is \ 4 ee “ye 4 \ ay af - 
Ae ‘ . Oo, * fF. Bia a e 
pyre me ‘ - 4 
ee a “. . 
aoe eT 7 —" = i 
ore ai 7 -_ ’ ~ } tH 
mee -s : == Vy Px: : — 7 
é , ; ° > == aoe =< : an 
, rN ss Jpeoese:. pets : = 
eae aN -_ eee ae 7~ : 
ai 7 ve ny we eL: He d cay PAN 
7 : i _ Le a 4 Poa 
Edward Levy started " ijaamamamaate eo. OS eo] ‘saa 
; > ? , ws pM sess z re 2 ‘7a. ate A nity et wer _ "meee 
out 19 years ago with fed. &— — eee GOMEA: 
i 7 "1 lee eee ¢ Se eee ¥: 
: : ° Paes a0 ME teh Midi kG et 2S h6CF 
en ae c Selle eM DCO eases og at Gage: celeeee PPR rc 
J Ca % = fae ee * sf t “eal ee i vs - 4 
aes ee ee soa all Per ee ‘ 
nara i eo Fe aay ee — 2 oS eee serine. ial 
2a ee ie eee OE SS pope lee bs a eee os Ris “eae. 
an he one: a. ead a iain ieaarmceer pase. ly phates ea mane nS Ee ees ay Salis Ve mes mph x E Sh. “, © toe be 
ae Be aint rae ye RS fa Oe ak tee es ee bel aie ra a ne ¥ 2) > ee 
ee é aap 7 ox ktm «(ees a poe ae tae. f 4 pea? ee eee 
eae ‘ ; tet ose! any ‘ a ae ee ese ei a ee eee ee 
Bei 4 é 24, ree it wll es rg eo tire iia . “ Sli a Pac ls ; i oh a ik Fi iat 
Rik ° gn oe aa ee a a eee ae a Ss a Ea Tar. tae 
i sehr ; fee 7 er 2 ea a it 
or PY ASS rs ™ , eT.  — _ 7 oe ON 
ee ; — Be *® ia . ee Caer = ne = ie 
i a , f ee > . ¢ i. tm» © 
re eae : a - = “9 *% . a h.. "asi * — _—_—— are Bo 
aa ; Soo ee ae : mm 8 | er ee 
me re ene oe * 4 gees i eee ., ae 
er 0 a rere P : aed ae > a ee: rer 
heen ¥ r yo os Ee cae ok: Scag a ba - ‘ ek Oren amr 
ads cai oe - i Aer eae e i i , ais ele 
lai ae ae ae id . i iit | ig? ' no ae 
; a ie » : = - fe 
: ; Sao a r gett P oy id & P 
oe a eee Ree ae ee aes, Ma » 
cae oe, Mire —— AA een, 
ns we a oe kl” Se ha. Fx ae 
Soot < a ene " ara ‘ se 4 ‘ ~ a a ws feu a 
biter , Re Sn. 2 Ee: ms zon ‘ 
ee r tes ih 8 } , 4 ‘ i j . aici 
mas ; ‘ - ; Je ae an ‘L silat a x. ae 
aut teat 4 4 > See ae — ll ie iis — ’ lea 8 aa sa te 
a oe 4 : a 6) i » a * é he * 
ae le P . ih i Ped F ‘ios ‘ Pee a 4 re é ages: = i a ae 3 
re ee i - — a ae : : a - 
Adee 3 ; rz je (% : > tat ¥ = re, 
ais Y “ee SG £7 = * oo 
Sai ‘ : Ky ae <a “ 2a : E | ; a 
ae . “ Soul F “igieaas gh oie os eS # eas “a 
Bs i y . ie ¢ : a < eo 2/5 d em & 
“alt <= ‘ ¥ no Sh : . oT eat oo Bare 6 Kill i ae P * j ae: eo 
gee v < ; q eh $ : ra Gor 
cr a aa é ‘ , : " -—— —_— 
eas Ev PALTMORE NEWS Po5) sno AMERIC RN >) COMMODITY SURVEY 0S SAPS Re ~ i ary ‘ 4 re wages 
’ ' “Sy p ia F tt . ent eS ee 
| wes) |_| (10. Markets 4 ay 1 hh 
3 ; eee gees * ame & wtAeT mEmirerte mance y r e 4 4 % ‘ i cy i 
=e * - # ‘ tia: iz 49 : - 
i 5 : ‘ % 5 “ og =. tee % 
ean S + . a a # sf : es fs i ‘a ihe ae 
7 — ; ’ Mv Ms a <i 
: i a Seneemrg \ Mowe Me | ie 
ere: . ‘ # ee 
— — lh F ? ial : Soaks ’ 
‘ aL fy ee ee tiyae ( Pe eee ‘ soe 
as TEN MARKET "474° 
a Includes general charac- - Fe aungets Me i ; 
Bley, ; teristics, vacation activi- ' ee . 
oa Sg te <a es ae gh fees ae a 
a. ms ¥ 
Pie 
ne ; ; 
= a : + 
“a ‘ E 
= = La 2 
sae fd - Soi apes seth ety ah Rn os 3 = ‘ 
ae ah: see : oye : 5 $ i ; 3 . . 
hie ese oe HR gl es ses a Pe Seca ee Ae enor te em ke Pewee ee eee atten : 
Ai ae (Bel ill Bepihae es Sek Pile iu Saat Ane A Me ae ee Ae i Rater a eke at Aue car goes Tre We eer, Jee SIN hee sume hain ge elias ake ae eee poke 
ssi = ‘matte mae ae Se Se a ec aes) Se aia a ig ey ate ine BS peters Ai ahs ie ns eas ace Bak) eis — gees y, alge gg ci de a re ates? ae oe a 3 aa See te rae ee, Se at Re, eae ise ag NE ts if hie, Scrip” Mg s 6d el a ree ree gots eT ae 2 a 
33 be eee ee ae ergs fh arti Wy ce te Po Le A a - ee k ee Sey ae ae i 55 FS pats m Oe een Ce lt asi en a A el Foe iy ot eee, oy ane ean Oo He was Son i eS eae: os cH 
hh RR gion a OF A ir Oe ae ey a a A a a aR OT 
= = o 2 Rae OS) aE = : 7 aa ROP ne ei ee ae ae ee Se F yecls bd YOROE BR Mes fy TS bess See ee ee pe aay aan Fs Pee ri aes a a Si a eae a Bis aes ON eee hey eee Pye wv, pec grates iret, 5 Si 


Spy 


nz 


od 


re? 


Advertising Age, November 6, 1950 


Gittleson Opens Agency 

Norman Gittleson, formerly pro- 
motion manager and account ex- 
ecutive of WFMY-TV, Greensboro, 
N. C., has opened Gittleson Adver- 
tising Agency, 212 Commerce PI., 
Greensboro. 


Epido! Names Erwin, Wasey 

Epidol Co., New Haven, Conn., 
maker of a remedy for the ex- 
ternal treatment of psoriasis, has 
named Erwin, Wasey & Co., New 
York, to handle its advertising. 
Epidol is a new advertiser. 


Appoints Schnitzer Agency 
Feld-O-Cap tire recapping meth- 
ods, San Francisco, has appointed 
Bernard B. Schnitzer Inc., San 
Francisco, as its agency. Radio, 
newspapers and trade publications 
be used. 


Heiderich Joins Jenkins 

J. R. Heiderich, formerly head 
of the sales promotion department 
of Moore Business Forms Inc., has 
joined Ray C. Jenkins Advertising, 
Minneapolis, as service and sales 
promotion director. 


Ley & Livingston Appointed 

San Francisco Iron & Foundry 
Co., safety thread manufacturer, 
has appointed Ley & Livingston 
Advertising, San Francisco, to con- 
duct its trade publication cam- 
paign. 


Names Feggans Ad Director 

J. Scott Feggans, formerly 
chairman of the plans board of 
Walsh Advertising Co., Toronto, 
has been named advertising di- 
rector for Dominion Stores Ltd., 
Toronto food chain. 


Erstwhile ‘Radio Best' Now ‘TV Screen’ 


New York, Nov. 1—Radio & 
Television Best will have a new 
name when the next issue of the 
bi-monthly magazine appears on 
the newsstands. Effective with the 
February issue, its title will be 
TV Screen. 

The magazine started three years 
ago as Radio Best and added tele- 
vision to its name when the me- 
dium began its fast growth. Orig- 
inally a Life-size publication, it is 
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Edward. A, Lewiinenlinen 


OFFEE == 


and President © 
Eddie's Soper Markets = 
Baltimore; Md. 


success. 


Back in 1931, Edward A. Levy thumbed 


his nose at the depression. 


With 


Eddie wasn't discouraged. He was aware that 
markets change. He plugged along, watched the 
depression pass. His small store grew bigger as 
business grew. He watched Baltimore spread out, 
and as other neighborhoods grew, a new “EDDIE'S 
SUPERMARKET” would appear. 


Since 1931, Baltimore (ABC city and retail trading 
zone) has added 135,000 families. Edward Levy has 
been adding, too—there are now 16 of his big stores in 
the outskirts of growing Baltimore. This largest independent 
chain in the city grossed more than $140,000 last week in this 
fast-changing market. 


Throughout the nation, other “Eddie's” tn every kind of business are 
writing mew success stories because they are alert to changing markets 
and buying habits. Sales-conscious sales managers are sharing in that 


Your Hearst Advertising Sezvice man has “inside” knowledge of today’s 
local conditions. He will share with you complete and accurate, detailed 


in one hand, a little cash 
in the other, he opened a tiny service 
grocery in—of all places—Sparrows Point, 
in the farthest reaches of Baltimore's out- 
skirts. His first week's receipts totaled only $600. 


now 8% by 11”. 

Advertising rates remain un- 
changed—$500 for a b&w page and 
$1,100 for a full-color cover, based 
on a circulation of 350,000. 

Edward Bobley, Radio Best edi- 
tor, explained that the magazine 
will continue to cover radio. “But 
we feel the time has come to shift 
the emphasis to television—the 
most potent mass entertainment 
medium the world has ever 
known,” he said. 


Wynn Oil Signs TV Series 


Wynn Oil Co., Azusa, Cal., has 
signed to sponsor “Tele News 
Weekly Newsreel” on KECA-TV, 
Los Angeles, 11-11:20 p.m., every 
Monday. Batten, Barton, Durstine 
& Osborn is the agency. 


Zellner Joins Copeland 

Edward L. Zellner, formerly 
with Hirshon-Garfield, has joined 
the sales staff of Copeland Dis- 
plays Inc., New York, to service 
national accounts in the metropol- 
itan area. 
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information on the ten major markets where over half the nation’s buying 
income is spent. Total, classified, on-the-spot data: Sales Operating Controls, 
Commodity Surveys, Market Studies and Analyses. Contact your closest 
H.A.S. man today. 


ial 
MUIHERY 


_ RNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS : ; j 
WRICULURIS) 


22°098 fa, 


f 
Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. ¥. 


Offices in Principal Cities representing apa non os al 
Now Yesk Joutnil Amsican Albany Times Union Les Aeigelio Benmines jet is ni gg 
Baltimore News:Post American San Brancisco Examines . Chicago Herald-American ~ *epition 375,000 
Pittsburgh Sun- Telegraph Detroit Times Seattle Post-Intelligencer * LOWER SOUTH 4g 999 
PRs Pea SSS Evition 499, 


re ae 


FARM ond RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Do-llas, Texas 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division, All rights reserved. 
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map of the battleground. The)! 
United Press has ordered upwards 


Hammond Maps Used. tric: nsoried uowaras 


by Many Advertisers 


50-Year-Old Company 
Turns Out All Kinds 
for Specialty Users 


New York, Nov. 2—C. S. Ham- 
mond & Co., celebrating its 50th 
birthday this year, annually turns 
out an astronomical number of 
maps used as advertising pieces 
by all sorts of organizations—from 
diaper services to casket makers. 

One of the oldest map publishers 
in the country, Hammond finds 
advertising specialties (maps, at- 
lases, calendars and “timely novel- 
ties of distinction”) a highly prof- 
itable part of a business that now 
boasts four other departments: 
trade (dealing with bookstores and 
individuals), subscription edition 
(maps for encyclopedias, year- 
books and directories), education- 
al (school and institutional sales), 
and premiums. 

As a matter of fact, the first 
order Hammond nailed down was 
for an advertising specialty: 5,000 
copies of a map showing the route 
of the Chicago & North Western 
Railway. 


mw That sale was clinched by Caleb 
Stillson Hammond soon after he 
founded the company in 1900 in 
the old Singer Bldg. at 149 Broad- 
way. With the order booked, Mr. 
Hammond, who had spent 20 years 
in the Rand, McNally organiza- 
tion, hustled around to borrow 
enough money to carry out the 
job. The company’s business now 
runs somewhere above $1,000,000 
a year. 

One of the most recent ad spe- 
cialty jobs turned out by Ham- 
mond, which has grown from a 
one-man operation to an outfit re- 
quiring the services of 64 people, 
was a blotter map of downtown 
San Francisco for a Hollywood 
motion picture studio. 

A promotion piece for a mystery 
movie called ‘Woman on the Run,” 
starring Ann Sheridan and Dennis 
O’Keefe, the map carried a large 
X to pinpoint the spot where the 
film victim was bumped off. Also 
superimposed on the map were 
figures of a man and a woman and 
the locales that figure in the 
drama: Nob Hill, Chinatown, Fish- 
erman’s Wharf and the Golden- 
Gate. About 15,000 copies of the 
blotter map have been ordered by 
the studio to be used by theaters 


"Golden Belt 


AR 


The 10 LARGEST CITIES 
in the 33 County Golden Belt of the 
South have a total population of 


301,500 


In 1949 the Retail Sales of these 10 
cities amounted to $313 Million .. , 
25% of the total for the North Caro- 


lina cities reporting* 
The Golden Belt of the South 
is a rare URBAN-R com- 


bination market. In 1949 Farm 
Income amounted to $466 Mil- 
lion.* 

*(SM Survey, 5/10/80) 


The Raleigh 


NEWS and OBSERVER 


is the ONLY Morning and Sunday 


newspaper published in the 33 co 
Golden Belt. It reaches 53% fae 
white families in this entire area. 


110,068 Morning 
113,643 Sunday 


(ABC, 3 mos, 3/31/80) 
REP: THE BRANHAM COMPANY 
Riedl eet diiacieanditeintaenitineeeees ated 


tributing the maps to newspapers 
and radio stations using its service. 
These, in turn, imprint their names 
on the face page. Hammond gets 
» | 13¢ a map, in lots of 10,000. 

_ Since the Korean outbreak in 
ws Another recent ad _ specialty) June, Hammond has published 
grew out of the police action in| about 500,000 maps of that coun- 
Korea. This was entitled “Mili-| try. Hammond’s best sales period, 
tary Maps of All Theaters of Oper-| of course, came during World War 
ation” and included a strategic! II. 


in pushing “Woman on the Run. 


| Pocket 


One of the least expensive ad 
specialties available to an adver- 
tiser is Hammond’s 
Atlas,” which measures 
2%x4”. In full-color, the miniature 
atlas costs $46 a thousand in lots 
of 25,000 and “can be enclosed 
with bills, letters and mailing 
pieces without additional postage, 
carrying your name on the front 
cover and your full-page adver- 
tisement on back.” 


# Other specialties include map 


“Postwar | 


Advertising Age, November 6, 1954) 


, calendars or hangers of the world, 
| North America, the U.S., Israel], 
New Jersey, California, Texas ang 
|the New York subway system, 
“Hammond’s Complete World At- 
| las,” containing 244 pages of maps 
and priced at $5 for single copies, 
| is being pushed as a premium. The 
Book-of-the-Month Club has or. 
dered 275,000 copies of the atlas 
to be used as a dividend for its 
members. Still another premium ig 
a “World Atlas” priced at $17.50, 


While the company’s advertis. 
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os ee ante 


To secure your copy of the survey, | 


write to Survey Dept., Boys’ Life, = 
2 Park Avenue, New York 16, N. Y. | 
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ing bi iget comes to less than 
$25,000 a year, Hammond feels 
that itc self-advertising definitely 
pays. ‘ fficials point to increased 
business this year, but add that 
“it’s a\/fully hard in this business 
to trac’ the effects of the advertis- 
ing you do.” Hammond does some 
trade publication, direct mail, spot 
radio and co-op newspaper adver- 
tising. It invariably plugs the util- 
ity value of maps. 

The first maps turned out by 
founder Caleb Hammond were 


| 


largely the result of family coop- 


eration, with his wife and sister) 
helping out. Something of a pio- | 


especially for advertising on cal- on magnetized metal to which | 
of the Caspian had been filled in, 


endars. small metallic disks would readily 


adhere. The disks could be moved 


33 
seemed to indicate that one stretch 


or that the springs feeding the sea 


neer in the map publishing field,, s The company, now headed by to represent the exact positions of in that area had dried up. The 
Hammond early produced a large| Caleb D. Hammond, 35-year-old U.S. Navy vessels and enemy ships | smuggled map was purchased and 


world map on a revolutionary pro- | 
jection. Previously, nearly 
world maps had been made on 
Mercator’s Projections, which dis- 
tort land areas in the polar regions. 
Hammond’s innovation was an 
equivalent projection which great- 
ly overcame the distortion. The re- 
sulting oval map was widely sold, 


all | 


| grandson of the founder, regards | and subs. 

itself as still blazing the trail in| More recently, the company dis- | 

the map publishing field. covered that the Caspian Sea has 
Young Caleb Hammond points” gotten smaller. This finding came 

pridefully to the development of| after World War II, when a Rus- 

magnetic wall maps which were sian cartographer who had smug- 

used at naval stations during) gled a large-scale map out of the 


World War II. These were large-| Soviet Union turned up at the) 


scale maps of ocean areas mounted | company’s office here. The map 


—_— 


the $64answer... See the 64-page 1950 BOYS’ 


OW long has it been since your brand had a check up . . . of its position in the boy 
market? The big, buying, boy market, now 9,000,000 strong and still growing. 
Before you complete your ’51 plans . . . before you select your ’51 media . . . check your boy 


market standing in the new BOYS’ LIFE Survey. 


64. pages packed with vital, illuminating statistics, one of the most comprehensive studies 
in the youth field, the BOYS’ LIFE Survey provides an up-to-the-minute picture of boy 


buying habits, brand preferences and influence on family purchases. 


Look these figures over carefully for a dramatic preview of the sales potentials to be 


found in the survey: 


Don't overlook . . . Don’t undersell . . . the sales-laden boy market in 1951. Pack boy power in 
your '51 program to better your market position, build greater sales volume for your product. 
Use the one magazine with the greatest boy influence: “the national magazine for boys.” 


PET agen: 


AMONG BOYS’ LIFE SUBSCRIBERS: 


Boys 


PUBLISHED BY THE BOY SCOUTS OF AMERICA, 2 PARK AVENUE, N. Y. 16, N. Y. 


Life 


A great Selling force in the boy market read by 1,800,000 boys each month 


LIFE SURVEY 


Now available to advertisers and agencies. 


58.9% of boys own cameras © 

83.6% of boys own bicycles — 
91.0% of boys own sports equi 
é 93.0% of boys eat cold cereals 


i 47.0% of boys send away for premi m 
40.1% of boys own fishing equipment 


| the change subsequently made in 
all maps of the Soviet Union pub- 
lished by Hammond. 


DeVilbiss Advances Four 


DeVilbiss Co., Toledo, has pro- 
moted Emil L. Frey, former as- 
sistant sales manager, to director 
of sales promotion and advertising. 
Henry M. Kidd, former assistant 
sales manager, has been named 
manager of spray equipment sales, 
and Don E. Fenstermaker has been 
appointed sales manager of the 
perfume and medicinal atomizers 
division. John M. Ehni has been 
named export manager and branch 
plant coordinator. 


Dickson Joins Mergenthaler 


James H. Dickson Jr., formerly 
with Kenyon & Eckhardt, New 
York, has joined the advertising 
sales promotion department of 
Mergenthaler Linotype Co., New 
York, as a copywriter. 


WHY DOES YOUR 
ADVERTISEMENT IN THE 
WALL STREET JOURNAL 

HAVE MORE 


1. It benefits from the close 
attention readers give to this 
publication’s useful contents. 


2. It reaches readers who con- 
trol or influence the impor- 
tant planning, production, 
distribution and buying deci- 
sions in all 48 states. 


3. It has a better opportunity 
to get the readers’ attention 
because of The Wall Street 
Journal’s compact size; all the 
day’s useful business informa- 
tion contained in The Jour- 
nal’s average16-18 page issue. 


4. It reaches the prospect for 
business products or services 
at his most convenient point- 
of-purchase . . . his office; stirs 
him to act at a time and place 
where he has the opportunity 
to do what you want him 
to do. 


And it does all these things at 
less cost per-executive-reader! 


IF YOU ADVERTISE TO BUSINESS, 
THE WALL STREET JOURNAL 
SHOULD HEAD YOUR LIST 


The Wall Street Journal 
Published at: 
44 Broad Street, New York 
911 Young Street, Dallas 
415 Bush Street, San Francisco 
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Amino Forms Department 

Amino Products division of In- 
ternational Minerals & Chemical 
Corp., Chicago, has established a 
new pharmaceutical department 
with James H. Cupps as mana- 
ger. 


Standard National Moves 


Standard National Advertising 
Co., Seattle, has moved to new of- 
fices at 1100 Westlake Ave. N. 


BLONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here’s your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings... availabletoadvertisersfor 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S = your letterhead. . 


428 Handcraft Bullding, Kansas City 16, Mo. 


Kemps Introduced in Toronto 


Kemps English biscuits, product 
of Scribbans-Kemp Ltd., and dis- 
tributed in Ontario by Menzies, 
Dewart Ltd., Toronto, are being 
introduced in a three-month cam- 
paign with copy running in Toron- 
to dailies and trade publications. 
McKim Advertising, Toronto, is 
the agency. 


Southworth Promotes Three 


Southworth Machine Co., Port- 
land, Me., has promoted Ray H. 
Houghton from vice-president to 
president. He succeeds Melville C. 
Cole, who has been named chair- 
man of the board. Robert Colomy 
has been promoted from sales 
manager to manager of the graph- 
i¢ arts division. 


Pennsylvania Salt Ups Clem 


Albert H. Clem, formerly as- 
sistant sales manager in the spe- 
cial chemicals department of Penn- 
sylvania Salt Mfg. Co., Philadel- 
phia, has been named to the 
newly created position of assistant 
pAaneg vice-president in charge of 
sales. 


MILWAUKEE, Nov. 2—Stressing 
“savings in your pocket” and “bet- 
ter eating for your family,” Ben- 
Hur Mfg. Co., maker of Ben-Hur 
farm and home freezers, has 
swung into an expanded fall and 
winter sales promotion and adver- 
tising campaign. 

Ads in consumer and trade me- 
dia emphasize that every Ben-Hur 
has an R.O.P. (record of per- 
formance on file). Each freezer 
is test run for 12 hours under lab- 
oratory conditions said to be far 
more severe than in the average 
home and assuring faultless per- 
formance from the time of de- 
livery. 

Each machine carries an R. O. 
P. circular tag (shown in the ads) 
which symbolizes the data on file 
at the factory office on that ma- 
chine. 


es Consumer media include Good 


Ben-Hur Freezers Bear New R. O. P. Tag: 
Savings ‘Survey Form’ 


Helps Salesmen 


Housekeeping and Sunset. Trade 
publications used are Air Condi- 
tioning & Refrigeration News, 
Hardware Age, Electrical Mer- 
chandising and Electrical Dealer. 
Farm publications and newspapers 
also are being used on a co-op 
basis. 

Ads point up the advantages of 
buying foods in quantity at lower 
prices; enjoying fresh and tasty 
seasonal foods the year around 
and the convenience of a handy 
food supply. 

Dealer aids include a merchan- 
dising kit which has radio and TV 
spot announcements, window ban- 
ners, ad layouts, door decals, store 
display suggestions, etc. 


@ One selling tool is a “Let’s Prove 
It” folder with which the sales- 
man works out with the prospect 
the average savings (“based on 
university studies’) for his size 


yee a ae 


Johnson Publis 
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hing Company, 
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Inc. 


PUBLISHERS OF EBONY - NEGRO DIGEST - TAN CONFESSIONS 


1820 S. MICHIGAN AVE., CHICAGO - 55 W. 42nd ST.,NEW YORK - 


7 W. Sth ST., LOS ANGELES 
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Children ever 10 years 
Children ender 10 
Cate consese 75 Ibs. of 
150 they sodium sized 
500 Ibe. per year. 


COMSUMPT 1 0m 

( de «128 tbs, = 25S 0s. 

() =e = 75 tes. = Se ies. 

(C)___s 5 tbs. = ___ Ibs, 

tL « tos, = £50 ts. 
Total (4) 292 tes. 


a 
Sportesen save $10 to $25 per 22 

year on fish, venison, rabbits $ Sa0*— 
ate. 


Freezable Vegetables 
Average person consumes 55 Ibs. of vegetables yearly, 
(rector tn Fenity) 2. 5 56 tee. = (ep D2Om, 


gas 


SAVING | 
average savings ig 
te i8¢ per pound: 


west is raised by 
consumer. 


Saving LO ¢ *@ 


rchased in a NG 
pt the srarage saving Ie Sevieg LE 4 s* 


Wg to i2¢ perr 
reised me 1s 9 
per 


SAVINGS SHOWN—This is part of the 
form Ben-Hur salesmen use to show pros 


pects how much money they can save on 
food bills. 


of family on food purchased ip 
quantity in season and placed ing 
Ben-Hur. The summary also in- 
cludes savings in leftovers. 

Average minimum saving for a 
family of two in one year is said 
to be $132.20; for a family of three, 
$198.30; for a family of four, 
$264.40; for a family of five, 
$330.50; for a family of six, $396.50, 

The prospect helps fill out the 
summary, the last step being to fill 
in the blank space in “This Ben- 
Hur freezer will pay for itself in 
——months.” 

Morrison Advertising Agency 
prepared the campaign. 


Umland Agency Gets 
Seven New Accounts 


New accounts added by Umland 
& Co., San Francisco agency, are: 
Anglo-Scandinavian Import & Ex- 
port Co., San Francisco, importer 
(magazines); Palmer School for 
Girls, Walnut Creek, Cal., (region. 
al newspapers); Kermit’s Yarn 
Shop, San Francisco, (newspapers, 
magazines); United Railways In- 
stitute and United Railways Tele- 
graph School, San _ Francisco 
(newspapers, magazines). 

Charles Sorone Laboratories 
(magazines); Peters Bros. Shoe 
Co., Oakland (TV), and San Fran- 
cisco Real Estate Co. (TV). Ted 
Slade, formerly with NBC, New 
York, has joined Umland as ac- 
count executive. 


Joins ‘Better Living’ 


Alvan Sommerfield, one-time 
advertising manager of Collier's 
and more recently an account ex- 
ecutive with the Baltimore office 
of Joseph Katz Co., has _ been 
named promotion manager of Bet- 
ter Living (Mass Market Publica- 
tions). 


Maillard Appoints Byrde 
Maillard Corp., New York, con- 
fections, has appointed Byrde, 
Richard & Pound Advertising 
Agency, New York, to handle a 
television and newspaper cam- 
paign for its Maillard chocolates. 


TEST 


Metropolitan 


NEW 


PEANUTS 


Send or call for the complete bulletin 
“Metropolitan New York Test Market #1" 


Study the facts and you will find you can 
test a i litan 
New York, for 


only 9 cents a line. . . Ty com- 
pared with any other m gi the 
complete, concentrated coverage o 
THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


295 Madison Ave., N.Y. © 435N. Michigan Ave., Chicage 
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Where else 


in the United States 


of buy... 


93% coverage of a metropolitan city 
market of more than a quarter million 


families .. . 


Total circulation of 326,521 daily and 
437,805 Sunday ... 


For only 55c per line daily and 60c on 
Sunday... 


In a newspaper with an editorial appeal 
and selling punch that attracts the 
largest volume of advertising* in any 


newspaper in the nation? 


* 31,996,388 lines in the first nine months of 1950 
topped the nation’s second newspaper by more 
than a million lines on any basis of measurement. 


The 
Milwaukee Journal 
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American Research 
Issues National 
TV Rating Report 


WASHINGTON, Nov. 1—American 
Research Bureau here published 
last weekend what it calls the first 
“truly national” rating of network 
television programs. 

Covering nearly 300 programs 
carried during the week of Oct. 1- 
7, the compilation tells subscrib- 
ers: 

The percentage of TV homes in 
a broadcast area tuned to each 
program. 

The number of people listening. 

A percentage breakdown show- 
ing men, women and _children. 

James W. Seiler, director of 
ARB, said the reports are to be 
issued each month, covering the 
first week of the month. Reports 
are based on viewer diaries placed 
in 2,200 television homes. A dif- 
ferent sample is used for each re- 


port. 


s From ARB’s report, for exam- 
ple, NBC’s “Texaco Star Theater,” 
Oct. 3, is credited with a 57% rat- 
ing in cities where it is broadcast. 
It is reported to have been re- 
ceived on 4,600,000 sets, with an 
average of 3.5 viewers per set. 
Its total audience is over 16,000,- 
090—33% men, 40% women, 27% 
children. 

ARB’s national rating is similar 
to the monthly and quarterly audi- 
ence studies which have been is- 
sued by the organization during the 
past two years for New York, Chi- 
cago, Philadelphia, Baltimore, 
Washington and Cleveland. Mr. 
Seiler reports CBS, NBC and 
ABC are among the initial sub- 
scribers for the national service. 


GE Pushes Clock-Radios 


General Electric Supply Corp., 
Cleveland, subsidiary of General 
Electric Co., is sponsoring an in- 
tensive 10-week drive in north- 
eastern Ohio for GE’s clock-radios. 
Aimed at Cleveland, Canton, Ak- 
ron and Youngstown, radio spots 
are being used on 14 stations. GE 
also is sponsoring a half-hour NBC 
sportsreel, over WNBK-TYV, Cleve- 
land, 10:30-11 p.m., Thursdays. 


Names Hodge C. Morton 

Automatic Washer Co., Newton, 
Ia., manufacturer of electric wash- 
ers, has named Hodge C. Morton, 
formerly contract sales head of 
Murray Corp. of America, as di- 
rector of sales. 


“HENS ) Zs 
Space Buyers 


Be Your Own Media Expert! 


Check the volume of mail order 
copy in the magazines that want 
your advertising dollars. 

If these books are being used 
consistently by mail order space 
buyers, that's the only readership 
guarantee you need. 

Since 1940, the V.F.W. Magazine 
mail order copy lineage has in- 
creased more than 500 per cent! 
Here is absolute proof of the high 
readership you can get for your 
advertising dollars in the V.F.W. 
Magazine. . 

Take a tip from the mail order 
space buyers. Be your own media 
expert! 


* 
WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


V.F.W, mscazne 


(Formerly Foreign Service) 
Dan B. Jesse, Jr. & Associates, Inc. 
®@ Advertising Directors 
10 East 43rd St., New York 17, N.Y. 


Winsor Joins Biow Co. 


Roy W. Winsor, formerly a tele- 
vision writer for several Chicago- 


| originating shows, has joined the 
| program development division of 


Biow Co., New York. Mr. Winsor 
at one time was associated with 
Leo Burnett Co. 


Craig Joins National Export 
Richard Craig, formerly with 


Appoints H. B. Humphrey 


Castleton China Inc. has ap- 
gomates H. B. Humphrey Co., New 

ork and Boston, to handle its ad- 
vertising. Shelter group maga- 
zines will be used. atharine 
Oglesby, New York, was the pre- 
vious agency. 


‘Sunset Names Mellquist 
Proctor Mellquist, formerly man- 


Doremus & Co. and with Stanley | aging editor of Science II\lustrated, 


Musselman Inc., has joined the 
copy staff of National Export Ad- 
vertising Service, New York. 


New York, has been named man- 
aging editor of Sunset, San Fran- 
cisco. 


Freitag Joins Walt Disney 


Bernard B. Freitag, formerly 
sales manager of the soap division 
|of Armour & Co., has been ap- 
pointed manager of food licensing 
|for the character merchandising 
+ tanga of Walt Disney Produc- 

ons. 


Reed Joins True Story Group 

Frank Reed, formerly with 
|Grant Advertising Inc. and Hill 
| Blackett Co., has joined the Chi- 
cago staff of True Story Women’s 
Group. 


Advertising Age, November 6, 1956 


Army Recalls R. O. Deming 


Robert O. Deming, associated 
| with Cole & Mason, Chicago, pub. 
| lishers’ representative, has been 
|recalled to active Army service 
and has been granted an extended 
leave of absence from the com. 
pany. 


Ohio Agency Ups Tenenbaum 

Melvin Tenenbaum, director of 
radio and television for Ohio Ad. 
vertising Agency, Cleveland, has 
been named vice-president of the 


company. 


FARM INCOME: 


OCTOBER 


Ohio farmers have big income months like this 
all through the year! 

Income stays high and steady because in this 
state, a wide variety of crops is produced. Sev- 
eral kinds of crops are going to market all the 
time—cash is coming in all the time! 

You can be sure this year-round, high gear 
farm production calls for special farm informa- 
tion. The one publication Ohio farmers count 
on most is THE OHIO FARMER. They live 
and farm by it—spend by it. If you want to get 
the most out of this big, steady market, you 
belong in THE OHIO FARMER. 

Steady Buying Power 

This chart of Ohio farm income reveals the sur- 
prising year-round steadiness of income. Only a 
few other states can equal it for consistent, 
through-the-year steadiness. Two that do are 
Pennsylvania and Michigan, served by PENN- 
SYLVANIA FARMER and MICHIGAN FARMER. 
For the complete story on all these, write Z-1013 
Rockwell Avenue, Cleveland 14, Ohio. 


*Based 1947. ash 
on Screen, (1947-48-49) receipts from farm marketings. 


9.0% 9.9% 10.1% 10.5% 10.6% 
a 8.0% 


6.9% 7.0% 
6.2% 6.2% .- 


Jen. Feb. Mer Apr Moy June July Avg. Sept. Oct. Nev. Dec. 


— i Ono RIDER: 


The Ohio Farmer, Cleveland e Michigan Farmer, 
East Lansing ¢ Pennsylvania Farmer, Harrisburg. 
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Secu rities Houses’ 
Need to Advertise 
Explained by Engel 


New Yor«K, Nov. 1—The securi- 
ties business is doing a bad job of 
getting the man in the street to 
invest in stocks and bonds. 

So said Louis J. Engel, adver- 
tising manager of Merrill Lynch, 
Pierce, Fenner & Beane, at the 
monthly chapter meeting of the 


American Marketing Assn. here 
last week. 

“Certainly the relationship be- 
tween non-ownership of securities 
and the public’s lack of informa- 
tion about them is clear and un- 
mistakable,” he said, pointing to 
surveys by the Federal Reserve 
Board, Public Opinion Research 
Corp. and Elmo Roper to prove 
his contention. 

“There are few large reservoirs 
of private wealth which business 
can expect’ to tap in raising the 


risk capital it needs for continued | ker, maintains offices on Main St. 


growth and expansion. Instead, 
business must look for its capital 


to the people of moderate incomes | 


—hundreds of thousands of them,” | 


he declared. Advertising is the 
“only possible answer” to getting 
these people into the securities 
market, but not the kind of adver- 
tising that has been used in the 
past, he said. 


w “The chaste and dignified card 


... quoted’ 


represents only wasted money, as 
far as the average new prospect is 
concerned. So do the so-called 
trading ads with their meaning- 
less Wall St. lingo, ‘bought... sold 
or ‘We offer subject 
to prior sale ...’,” Mr. Engel said. 
Necessary is a mass educational 
promotion, he believes, such as 
the full-page ad—6,000 words in 
small type—which ran in the New 
York Times in October, 1948, spon- 


announcing that John Jones, bro-| sored by his company. It answered 


——— 
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some of the basic questions about 
securities. 

Readership and mail response 
was so favorable that the ad has 
since been used in 57 other news- 
papers, and—slightly condensed— 
as a three-page insertion in Time, 
with equally favorable reception. 


w# Discussing its great length, Mr. 
Engel said: 

“It succeeded not because of any 
special quality of its own. Perhaps 
...in spite of its length and weight. 
And for only one reason: Because 
the public really wants to know 
about securities.” 

“To my mind, that’s the single 
biggest guarantee that securities 
advertising can succeed—can in- 
duce the hundreds of thousands of 
people in the middle income 
brackets to invest their money.” 


11% OF WAGE EARNERS 
FOUND TO OWN STOCKS 


New York, Nov. 1—a third of 
American wage earners feel that 
their investments are safer in a 
bank than when put into corporate 
stocks, according to the latest 
Wage Earner Forum issued by 
Macfadden Publications, 

Analyses indicate that wage 
earner families in 1949 had 50% 
more discretionary spending power 
(money available after food, cloth- 
ing, shelter and other fixed and 
basic expenditures) than all other 
non-agricultural families com- 
bined. Nevertheless, only 11.3% of 
wage earner families own stock in 
any company. Of these, 5.6% own 
stock in companies where the fam- 
ily head is employed and 7% in 
other corporations. Shares in both 
types are owned by 1.3% of the 
families. 


es The dollar reservoir—or discre- 
tionary spending power—of wage 
earning families is 36.6 billions, 
as against all other non-agricultur- 
al families’ reserve of 25.3 billions, 
according to the forum. 

Buying stocks is only “for people 
who can afford to gamble,” ac- 
cording to 15% of these wage 
earners, while 10.8% feel that in- 
terest in the bank is just as good 
as dividends on stock. 

“This indicates the field of edu- 
cation and information needed 
among this majority of the Amer- 
ican public,” concludes the report. 
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Auto Industry Was Hard 
to Overwhelm in OPA Days 

WASHINGTON, Nov. 2—The fight 
over instalment credit rules for 
automobiles is the first big test for 
top mobilizer Stuart Symington. 
The 15-month limit is supposed to 
have been his idea, Now he has to 
decide whether to yield, or stand 
by his guns. 

Back in OPA days, auto dealers 
were hard to beat. When OPA is- 
sued a regulation which would 
have required dealers to absorb 
price increases, their protests 
brought the House and Senate 
small business committees running 
to the rescue. 

The industry feels it has Mr. 
Symington in an untenable posi- 
tion, since his 15-month limit is 
beyond the most severe invoked 
during World War II. 

a - . 

National Production Authority 
has lost a skirmish to the construc- 
tion industry. In its order stopping 
construction of places of amuse- 
ment, NPA had warned that it 
might move in on any other con- 
struction which does not contribute 
to the defense program. Builders 
said it was impossible to operate 
with such a sharp sword overhead. 
NPA Administrator W. H. Harri- 
son has expressed regret. He says 
other forms of construction may be 
prohibited in the future, but there 
is no intention to stop anything 
which is actually under way. 

. e * 

The impending cutback in con- 
sumer durables production is an- 
other project of the “crack down 
hard” school. Copper, aluminum, 
and nickel taken away from dura- 
bles is not going into weapons. It 
is to be stockpiled, for use in the 
event of war. 

. + . 


Economic Stabilizer Alan Valen- 
tine belongs to the “guns before 
butter” school, too. He says recent 
price increases are nothing com- 
pared with what may be ahead 
when the defense program begins 
to take hold next spring. “Each of 
us may have to choose between 


LEAVE A 


LASTING REMINDER! 


The surest way to be remem- 
bered is to place your name 
and business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 
fective reminder that will serve 
24 hours a day for along time. J 
There’s a wide selection to 
choose from, ranging from 
$2.50 per 1000 to $10.00 per 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog and prices. 


Xe 3/ 


room GITS MOLDING CORP. ~——- 

4646W. HURON ST., CHICAGO 44,1. | 

(© Please send me catalog and price list of 
Gits Quality Plastic Items. 


NAME 
COMPANY 
ADDRESS ..... 


| 

| 

| 
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| 

| 
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C) Please also send suggested ways for using 
Gits Advertising Specialties and Novelties. 


Our business is ......... 
We sell (| direct to consumers, C) jobbers, 
O dealers, 1) U ers, 


By STANLEY E. COHEN, Washington Editor 


| peace and stability on one hand 


or a new car, a new television set 
or a new home on the other,” he 
says. 


First price control orders—on 
a handful of basic commodities— 
may be along in the next: couple 
of weeks. Meanwhile, Mr. Valen- 
tine says his job is more difficult 
than OPA’s. He says the wartime 
problem was to keep the economy 
going for three or four years. 

“But this time we need to form- 
ulate a program for defense pro- 
duction not for four years but 
possibly much longer. We must 
formulate programs and controls 


| 
| 


which can, if necessary, endure 


over more years and yet which will 
leave our economy at the-end of 
that time stable, productive and 
free.” 

« * « 

One reason Mr. Valentine is ex- 
pected to move on prices before 
long is that producers appear to 
be jockeying up price levels in 
order to get into a “favorable” 
position for the anticipated freeze. 
In fact, some sources here say 
newsprint price hikes probably 
would have waited for the new 


Advertising Age, November 6, } 


year, except that the mills are 
ing to outguess Mr. Valentine, 

The newsprint price scram} 
disposes of the charge that price, 
are “fixed.” However, the Hong 
judiciary committee, which inve, 
tigated the mills last spring, poing 
out that this is the first time w 
in memory that mills have quote 
different prices. 

Committee people think it sig 
nificant that International Pape, 
American controlled mill whig 
was grilled for three days, was th 
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‘est to exercise restraint, quoting 
$106 per ton instead of $110 quoted 
by others. 

7 . 7 

Every-Knock-A-Boost Dept.: In 
its 67-page interim report, the 
House lobbying committee dissects 
techniques used by National Assn. 
of Real Estate Boards to move leg- 
jslation through Congress (story 
on Page 44). The association, in 
turn, “accentuates the positive”: 
In telling its members about the 
committee report, it notes that in- 


| 


vestigators considered the asso- 
ciation “a highly effective opinion 
maker.” 
+ +. + 

Market Research Sources, one of 
Commerce Department’s most use- 
ful publications, is available in re- 
vised form from Commerce field 
offices after Nov. 10. The new edi- 
tion, the first since 1940, lists over 
1,500 sources of information and 
cites 5,000 research projects. Cloth 
bound, containing 261 pages, it 
sells for $2.25. 


Ruth Norton Joins Ellington 

Ruth Norton, formerly fashion 
and cosmetic account supervisor 
with Norman D. Waters, has 
joined the copy service depart- 
ment of Ellington & Co., New 
York. 


Tilds & Cantz Appointed 

Biochemical Methods Inc., Los 
Angeles, manufacturer of chemical 
diagnostic procedures, has ap- 
pointed Tilds & Cantz, Hollywood, 
as its agency. Trade publications 
will be used. 


Gibson Named Ad Director 

John Gibson, formerly with 
Knox Reeves Advertising, Minn- 
eapolis, has been named advertis- 
ing and publicity director of White 
Way Cleaners System, Minneapo- 
lis. 


McGuire Joins Phillips 

Robert McGuire, formerly ad- 
vertising manager of the Tribune, 
Pacific Grove, Cal., has been 
named junior account executive of 
the Phillips Co., San Diego, ad- 
vertising and public relations. 


—_—_— 


MUSIC, MUSIC, MUSIC... 


Remember the days when recorded music came in scratchy, squeaky discs . . . when 
phonographs were cranked by hand ... . and blunt needles, frequently changed? 

Today’s phonograph pick-up is a miracle of electronic sensitivity. Its diamond point lasts 
for more than a hundred thousand plays. Its variable reluctance cartridge makes each 
performance so lifelike you can hear the rub of rosin on the cellist’s bow. 


Many sciences express their best in high-fidelity sound equipment. Electronics, physics, 
plastics, mineralogy and metallurgy . . . all make their contributions. Musicians and miners, 
draftsmen and tool makers, inventors, electrical and sound engineers . . . and many more 
devote their highest skills to the flawless reproduction of great music. 


* 


AMERICA WORKS LIKE THAT... 
Working in harmony towards a greater goal is a peculiarly American achievement. Here, 


every art, every science, every human skill has the incentive and opportunity to add its 
note to the great symphony of progress and freedom . . . 


America can work like that because we have an all-seeing, all-hearing 
Inter-Communications System .. . 


THE AMERICAN INTER-COM SYSTEM... 


Complete communication is the function, is the unique contribution of the American business 
press . . . a great company of specially edited magazines devoted to the specialized work 
areas of men who want to manage better, design better, manufacture better, research better, 


sell better. 


No other country or combination of countries in the world has a business press that can 
compare in size, character, or ability to serve with that of America .. . 


WHY WE HAPPEN TO KNOW... 
As publishers of business magazines, we know the consuming insistence of editors on 
analyzing, interpreting, reporting . . . on developing universal acceptance of new ideas. . . 
on making sure that specialized information reaches interested people quickly. 

As publishers, we know that people pay to subscribe to business publications for the sole 
purpose of listening in on units of the American Inter-Com System. 


As publishers, we make the advertising pages of our business publications available for 
your communications with the people you want to reach. 


2 ee @ 8 64 8 
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McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


Six-Sheet Poster 
Operators Organize 
Junior Panel Group 


Kansas City, Nov. 1—Six-sheet 
outdoor poster panel operators, 
intent on securing nationwide cov- 
erage and thus winning the recog- 
nition of national advertisers, or- 
ganized the Junior Panel Outdoor 
Ativertising Assn. at a meeting 
here recently. 

An organizational committee 
previously had been set up to 
make preliminary arrangements 
for a meeting of six-sheet poster 
panel operators. 

As a result, delegates to the first 
convention were able to adopt a 
constitution, elect officers, estab- 
lish a board of directors consisting 
of ten regional representatives and 
assure themselves of a supply of 
poster materials in a “satisfactory” 
price range. 


# Officers include Frank J. Shaw 
of Lansing, Mich., president; Henry 
Cortes, Dallas, vice-president; Jess 
Harris of Mayfield, Ky., secretary, 
and Claude Chestnut of Des 
Moines, treasurer. Francis W. Holm 
of Kansas City was appointed gen- 
eral manager and Kansas City was 
designated as association head- 
quarters. 

All junior poster panel opera- 
tors are eligible for membership 
in the organization, which main- 
tains offices at 3404 S. Benton, 
Kansas City 3. 


Brintnall Merges with 
Western Newspaper Union 


Effective Nov. 1, the Seattle 
branch of Harry W. Brintnall Co., 
Portland, Ore., printing supplies, 
has consolidated with the Western 
Newspaper Union branch in Port- 
land. Linn S. Megill, Western’s 
Portland manager, continues as 
manager of the enlarged Pacific 
Northwest division, which includes 
Washington, Oregon and northern 
Idaho. 

Frank B. Edgar, formerly Brint- 
nall’s Seattle manager, will con- 
tinue as sales representative in the 
Seattle area. Western’s Portland of- 
fice will handle all Brintnall Seat- 
tle customer accounts and unfilled 
orders. 


McCormick to Parents’ Group 


Jack McCormick, formerly with 
Sport, has joined the advertising 
staff of the Parents’ Institute’s 
Youth Group, comprised of Var- 
sity and Senior Prom. 


for MINOR MONEY 


TRAVEL today—under New Ownership 
and Editorial Staff—is the bright, 
fresh, vivid and factual magazine 
of travel. Now in its 49th year of 
travel publication. 


MEDIA MEN— 


Write for sample copy 
and advertising rates. 


Est. navel 1901 ) 


1270 Avenue of The Americas 
Rockefeller Center, N. Y. City 
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Coke Slide Film 
on Newspapers 
Shown to SNPA 


Oct. 
counsel for the Coca-Cola Co., pre- 
sented a sound slide film to the 
Southern Newspaper Publishers 
Assn. at its convention here Satur- 
day, in which the values of news- 
papers as an advertising medium 
were outlined and emphasized. 

Because local Coca-Cola bottlers 
choose their own media, though 
the cost of advertising is shared 
by the parent company, Coca-Cola 
has an interest in the dissemina- 
tion of information ‘about media 
to the more than 1,000 bottlers 
throughout the country, he ex- 
plained. The film has already bee 
shown to many of them. ° 

The Bureau of Advertising, 
ANPA, provided much of the sta- 
tistical material in the film, which 
underscored the large circulation 
gains made by newspapers, and 
pointed out that more copies of 
newspapers are sold each day than 
bottles of Coca-Cola. 


s The importance of Coca-Cola 
bottlers’ advertising placed in 
daily newspapers is indicated by 
the fact that they used over $2,- 
400,000 worth of space in 1948. 
This dropped to about $1,800,000 
in 1949, but has come back in 1950 
to over $2,200,000. 

Mr. Bayol, who told ADVERTISING 
Ace that similar slide film pres- 
entations have been prepared deal- 
ing with radio and outdoor adver- 
tising, offered copies of the film to 
any newspapers which may want 
to use it in their local communities. 

The resolutions protesting 
against increased newsprint prices 
and suggesting expansion of pres- 
ent newsprint mills in the South 
and development of new ones, in- 
troduced Friday (AA, Oct. 30), 
were adopted Saturday. The two 
mills now operating were financed 
largely through the efforts of the 
SNPA and its officers and mem- 
bers. The mills are at Lufkin, Tex., 
and Coosa River, Ala. 

George C. Biggers, Atlanta Jour- 
nal, who reported for the news- 
print mills committee and recom- 
mended expansion of the Southern 
newsprint industry, told ApvEerTIs- 


BUYING POWER IN 
WINSTON-SALEM 
_ $00K AT THE EVIDENCE — 


WINSTON SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


‘ RELLY SMITH COMPAN 


inc AcE that as the result of the 


consolidation of the operations of | Stahlman, 


the Journal and the Atlanta Con- 


| stitution, newsprint rationing, cut- 
| ting back use of space 20% com- 
pared with 1949 linage, is now be- 


ing applied to both local and na- 
tional advertising. An optional 
combination rate for retail ad- 


| vertisers resulted in a large in- 
WHuirTe SULPHUR SPRINGS, W. Va., 
30—Edgar S. Bayol, press 


crease in space by local stores, he 
explained. 


s There was some discussion of 


the resolution offered by James G. 

Nashville Banner, 
| adopted Friday, in which a com- 
mittee to disseminate information 
about Southern progress was au- 
thorized. 

Mr. Stahlman’s resolution re- 
| ferred to “subversive malcontents,” 
“ideological crackpots” and others 
as responsible for unflattering 
references to the South, and ac- 
cused them of a malicious cam- 
paign of misrepresentation. Some 
members thought the language 


es Cranston Williams, 
manager of the American News- 
paper Publishers Assn., and for- 
mer secretary-manager of the 
SNPA, received a warm welcome 
from his old associates when he 
appeared on the program for a 
discussion of the value of trade 
associations. He emphasized that | He will continue as a consultant 
many areas of interest require co-| for Sterling. 
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should be tempered, but after dis- | operative effort, since individual 
cussion the resolution remained as publishers in most cases are not 
originally adopted. 


| in a position to bring about favor. 
| able action. 


Demby Appoints Broun 

Myron Broun, formerly TV dj- 
rector of Sterling Advertising 
Agency, has been named vice. 
president in charge of television 
and motion pictures for Demby 
Co., New York, video package pro. 
ducer and public relations counsel. 


general | 


LOCAL PRESTIGE IS 
“IMPORTANT IN PACIFIC COAST 
_ NETWORK RADIO, TOO! 


Lee—was built to meet the special Pacific Coast — p 
con 


ae 


Dox LEE’S NETWORK PRESTIGE is “home-town” prestige in 45 
important Pacific Coast marketing areas—and in 24 of these markets, Don Lee has the only network radio outlet. 
That, above all else, explains why Don Lee is the only network designed for complete local Pacific Coast radio 
coverage. 


With Don Lee, there is consistently good reception by Pacific Coast listeners because Don Lee—and only Don 


ranges (5,000 to 14,495 feet high) and low groun 
within each of the many vital marketing areas. That’s why the best, most economical coverage for the Pacific 
Coast is obtained with Don Lee’s 45 local network radio outlets. 

Only Don Lee offers advertisers all the advantages of local selling, local influence and local prestige. That’s 


important in selling and it’s an exclusive Don Lee network selling advantage. 


u 


roblems. Great distances between markets, mountain 
ctivity made it advisable to locate network stations 


With Don Lee you get local product acceptance where you want it—to meet your specialized marketing prob- 


LEWIS ALLEN WEISS, Chairman of the Board » WILLET H. BROWN, President + WARD D. INGRIM, Vice-President in Charge of Sales 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA « Represented Nationally by JOHN BLAIR & COMPANY 


Of 45 Major Pacific Coast Cities 


ONLY 10 
have stations 
of all 4 
networks 


3 


have Don Lee 
and 2 other 
network stations 


A 


8 24 
have Don Lee have Don Lee 
and 1 other and NO other 


network station 


Mi 
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JWT’: Page Returns to Army 
James H. Page, in charge of 

the ir ternational media depart- 

ment of J. Walter Thompson Co., 


Dissolve Agency Partnership 
A. Paul Di Palma and Irving 
Stempel have dissolved their part- 
nership in the Arlington Co., New 
York agency, effective Sept. 30. 
Mr. Di Palma will continue busi- 
ness under the name of Arlington 
Advertising, at 39 Cortland St. 


Appoints McCann-Erickson 

California Spray Chemical Co. 
Richmond, Cal., manufacturer of 
Ortho brand gardening supplies, 
has appointed McCann-Erickson 
as its agency. 


Wartime Magazine Wage Dispute Is Finally 
Decided in Favor of Macfadden Publications 


New York, Nov. 1—The appel- 
late division of the New York su- 
preme court has unanimously re- 
versed a jury’s verdict in the case 
of Walter Hanlon vs. Macfadden 
Publications, clearing Macfadden 
of the judgment sought by Mr. 
Hanlon on the ground that he was 
unfairly induced to accept a com- 
mission reduction as advertising 


manager of Macfadden’s Women’s 
Group prior to his resignation in 
June, 1946. 

Mr. Hanlon told AA he will take 
the case to the court of appeals, 
highest judicial body in this state. 

Mr. Hanlon originally filed suit 
in 1947, contending Macfadden 
was guilty of misrepresentation 
when it allegedly informed him 


New York, has reentered the 

Army signal corps. No successor 
di to his post has named. 
sing} Calleader Named Abt's Aide 
bre William Callender, formerly ac- 
he count executive of Lamport, Fox, 
nbyf prell & Dolk, South Bend agency, 
’ ar has joined Brand Names Founda- 
teal tion as assistant to President 

Henry E. Abt. 


“best received” coverage you can 
That’s why Don Lee consistent 


network. 


get for the Pacific Coast. 


lems. You buy coverage to fit your distribution. No waste. You buy only what you need. 
Only Don Lee can broadcast your sales message to all the Pacific Coast radio families from a local network 
station located where they live and where they spend their money. It’s the most logical, the most economical, the 


Don Lee Stations on Parade: KORE—EUGENE, OREGON 
Eugene is the bustling trade center of Lane County, which, with retail sales in excess of $90 million, is Oregon’s largest 
market outside of Portland. The “First Station in Oregon's Second Market; KORE has been on the air continuously since 
1929, is the only station in the area serving both Eugene and Springfield with fulltime offices and studios, and is Furst in 
total rated time periods (8 a.m. to 10:30 p.m.). 45 network stations offer 45—and more!—opportunities for local dealer promo- 


tions when you 


y Don Lee to cover the Pacific Coast. 


The Nation’s Greatest Regional Network 


y broadcasts more regionally sponsored programs than any other Pacific Coast 


41 


that the Wage Stabilization Board 
|had recommended a_ reduction 
from 2% of the override to 0.5%. 
Macfadden contended the reduc- 
tion was not based on any board 
recommendation. A White Plains, 
N. Y., jury found in Mr. Hanlon’s 
favor about a year ago. 

The appellate division decision, 
according to the New York Law 
Journal for Oct. 24, points out that 
it was not disputed by Mr. Hanlon 
that his earnings were greater than 
they had been prior to the reduc- 
tion; that it was not proved he 
was damaged, and consequently 
that he had not established a cause 
of action. 


@ Macfadden Publications, com- 
menting on the appellate decision, 
said the case has been watched 
with interest “because it hinged 
on compensation adjustments dur- 
ing the critical paper shortage 
years when practically every major 
magazine was allocating rather 
than selling its advertising.” 

Mr. Hanlon is now advertising 
manager of the Ideal Women’s 
Group, which includes Movie Life, 
Movie Stars’ Parade, Intimate 
Romances and Personal Romances. 


Heinrich Names Hall, Haerr 


Richard A, Hall, formerly sales 
manager of Bloomington Offset 
Process Inc., Bloomington, Il, has 
been named account executive at 
Don Heinrich Advertising Agency, 
Peoria. Alvin R. Haerr, account 
executive, has been promoted to 
coordinator of advertising and 
public relations. 


Appoints Honig-Cooper 


Italian Swiss Colony wine, San 
Francisco, has appointed Honig- 
Cooper, San Francisco, as its agen- 
cy, effective Jan. 1. The agency 
has resigned the Wine Growers 
Guild account in order to accept 
Italian Swiss. 


Laird to Tilds & Cantz 


Laird Inc., Los Angeles, manu- 
facturer of motor oil products and 
hand cleaners, has appointed Tilds 
& Cantz, Hollywood, as its agency. 
Racing magazines are being used, 
with plans calling for an expanded 
schedule. 


Hobbs to Locke, Johnson 


Hobbs Glass Ltd., London, Ont., 
glass products manufacturer, has 
appointed Locke, Johnson & Co., 
Toronto, as its agency, effective 
Jan. 1. Hobbs’ advertising sales 
offices have been moved to Queens 
Quay and Spadina, Toronto. 


FOCUS © 
ATTENTION 


ON YOUR PRODUCT 
in the Army—Air Force Market 


eeeee#ee® 
Here’s a proven method of 
creating consumer demand! 


Army Times & 
Air Force Times 


2-Market Coverage—! Low Cost! 
DOMESTIC (U.S.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 


Write for Free 34-page Market Book 


ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CHICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M St., N.W. 
PHILADELPHIA—R. W. McCarney 

PACIFIC COAST—Geo. D. Close, Inc. 
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£00,000 


New York families are on the 


Journal-American bandwagon 


LECTION day is every day in New York! 

At newsstands throughout the city and 
suburbs, more than 700,000 families cast their 
newspaper votes for the Journal-American. 
Day after day the Journal-American wins 
by a landslide . . . maintains its top-rank 
position as the people’s choice in the New 
York evening field. 

No one is ever “sold” a newspaper in 
New York. There is no city-wide home 
delivery under metropolitan newspaper 
‘management. The reading choice of these 


700,000 families is voluntary . . . influenced 
only by the Journal-American’s ability to 
provide outstanding reading entertainment. 

By consistently giving New Yorkers 
what they want in a newspaper, the Journal- 
American gives advertisers what they 
want in an advertising medium .. . over- 
whelming readership and selling-power. 

Over 700,000 families will re-elect the 
Journal-American tomorrow, so climb on 
the Journal-American bandwagon for sales 


success in New York. 
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Special House Investigators Declare 
Lobbying Is Billion-Dollar Business 


WASHINGTON, Nov. 1—The spe- 
cial House committee studying 
lobbying has reported that it is 
planning to recommend changes in 
federal lobbying registration laws 
to insure full disclosures of ex-| 
penditures to influence public) 
opinion on legislative matters. 

Details of the committee’s pro- 
gram were not disclosed, but an 


jects—during the three-year pe- 
riod. The committee observed: 
“Few corporations have reported 
under the act, and those few gen- 
erally neglect to state their in- 
stitutional advertising expenses. 
“The relevancy of most of this 
advertising to public issues is 
quite clear and consequently its 
cost should properly be made a 


matter of public record.” 
of ideas rather than products en- 
World War II 


down. 

“With profits, wages and taxes 
running at unprecedentedly high 
levels it was nothing more than 
good business to spend freely to 
protect oneself from adverse ad- 
ministrative rulings or legislation, 


particularly when the costs were 


The committee said advertising| chargeable to operating expense.” 


joyed a meteoric growth during)» In its discussion of advertising, 
“when the tax 
structure made it prudent to keep | 
operating costs high and profits | 


the committee questioned whether 
considerations involved in public 
issues can always be reduced to 
one-page summaries. “Overstate- 
ment and oversimplification are 
apt to create a condition in which 
reasoned public thinking and calm 
judgment become increasingly dif- 
ficult,” it said. 

“Organizations seeking to pro- 
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tect a privileged status for theip 
members at the expense of the 
general welfare of all Americans 
use terms like ‘socialism’, ‘statigny 
| and ‘welfare state’ to for 
| rational analysis of legislative 
proposals which they oppose.” 
According to the report, lobby. 
ing registrations for a 3%-yeg 
period listed expenditures totaling 
| $75,000,000, but the committee Said 
lobbying actually is a billion-doj. 
lar industry, “considering the cog 
of letter and telegram campaigns; 


interim report discussed in con- 
siderable detail the techniques 
used by so-called “educational 
foundations” to solicit money from 
corporations, individuals and labor 
unions. 

The report—signed only by the 
four Democrats on the committee— 
said that “while lobbying is natur- 
al to our system and should not be 
curbed, the outer limits beyond 
which lobbying is an offense 
against the welfare of the whole 
community has not begun to be 
charted.” 


= “Citizens can and should exer- 
cise their right of petition in- 
dividually and through organized 
groups. But we often fail to recog- 
nize that while lobbying is a nec- 
essary right which should not in 
any way be restricted or abridged, 
it is a right which is not exer- 
cised for itself alone. People and 
groups seek to influence legisla- 
tive policy because they hope to 
gain thereby and not because they 
want to keep their right from be- 
coming flabby for want of exer- 
cise.” 

On the basis of a special survey 
of 200 leading corporations, the 
committee reported that 125 of 
them contributed $27,000,000 in a 
three-year period to groups and 
foundations which distribute 
pamphlets and books dealing with 
public issues, or to tax exempt or- 
ganizations. 

“Each year hundreds of millions 
of dollars are spent to influence 
Congress,” Rep. Frank Buchanan 
(D., Pa.), committee chairman, 
said. “Most of this money is spent 
in pamphleteering and advertising, 
and this is good and proper. But 
Congress and the people have a 
right to know who is behind the 
campaigns.” 


ain the committee survey, 31 
companies—mostly power com- 
panies, plus a few oil firms and 
railroads—reported expenditures 
of $2,000,000 for “institutional ad- 
vertising”—on controversial sub- 


RALEIGH 


North Carolina 


32 


CITY in AMERICA 
in Buying Income Per Family 


$6464" 


Fast-growing, top-quality metropoli- 
tan market. Wake County 1949 Retail 
Sales, $106.7 Million.* 


*(SM Survey, 6/10/50) 


SELL this Market PLUS 


the 33 County Golden Belt of the 
South . . . WITHOUT WASTE—at 
ONE LOW COST .. . with 

The Raleigh 
NEWS and OBSERVER 


110,068 Morning 
113,643 Sunday 


(Publisher's Statement, 3/31/50) 
REP: THE BRANHAM COMPANY 
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A.B.C. Publications’ 


CHILTON CO. (Inc.) 
Chestnut and 56th Streets, Philadelphia 39, Pa. + 100 East 42nd Street, New York 17, N.Y. 


CHILTON 
. ae 


*This advertisement reports on 
Chilton A. B.C. Publications. 
The next one will stress 
Chilton’s Modern Controlled Circulation 
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the thousands of pages of institu-|ern California Electrical Bureau, 
advertising; the purchase| = ae —— “0 

; j illi ions Committee reports at as 0 “ 
: gine led pre nal Oct. 1 the San Francisco Bay area| R. T. Haslam, since 1945 a di- 
highly <! lie i the salaries of | 284 a total of 99,022 television | rector and vice-president of Stand- 
lets on vublic issues; the salaries of) +. ‘This is an increase of ap- ard Oil Co. (N. J.), has resigned 
executives, lawyers and publicists; proximately 14% over the number to 
the operating budgets of all the/ of sets installed on Sept. 1. 


tional 
and di 


thousands of organizations 


throughout the nation whose cen- Appoints Ohio Advertising 


Missouri Meerschaum Co.,| 
Washington, Mo., manufacturer of | by Jay E. Crane, who has been a 
corncob pipes, has appointed Ohio director of Standard Oil Co. (N. J.) 
Advertising Agency, Cleveland, as! since 1944. He joined the company 


tral purpose is to influence what | 
government does.” 


Bay Area Has 99,022 TV Sets 


Haslam Leaves Standard Oil 


to Head U. S. Pipe Line Co. 


Small Luggage Ad Volume Criticized 


future. 


become 
| United States Pipe 
|new organization which will open 
offices in New York in the near 


Mr. Haslam has been succeeded 


New YorK, Nov. 1—Luggage! saying “television has thus far 
manufacturers have lagged be-| been used mainly to feature some 
hind the advertising pace estab-| brands of luggage only as prizes 


president of the lished by producers of other con-|in popular giveaway programs.” 


Line Co., a| sumer goods, according to the Na- 
tional Credit Office Inc., which 
announced that luggage sales have 
failed to keep up with the dollar 
spending of the traveling public. 

The Credit Office chided lug- 
gage makers for failure to grasp 


Based on a report of the North-| its agency. 


| in 1935, became treasurer in 1937. 


the opportunity provided by TV, 


AUTOMOTIVE INDUSTRIES 82.55% 
A record high accomplished without a single 
circulation salesman: all Al circulation is 
procured by mail! 

BOOT AND SHOE RECORDER 79.00% 


Proof that this is the authoritative publication 
of the shoe business. 


HARDWARE AGE 78.91% 
Now at an all-time high in the number of 
paid subscribers. 

THE IRON AGE 78.56% 
First in weekly circulation, plant coverage, 
market coverage, readership surveys, adver- 
tising volume. 


We, at Chilton, believe in paid circulation 
when it is accompanied by these features: 


High Renewal Percentages indicating a real desire and interest in a publication. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE 72.71% 
Established 1869. Reaches the jewelers who 
produce over nine-tenths of the volume and 

set the pattern for the entire market. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY 72.35% 
An outstanding high in professional 

circulation, 


MOTOR AGE 69.36% 
The highest renewal percentage of any 
monthly automotive service publication. 


Short-term subscriptions indicating continued uninterrupted reader-interest. 


It is necessary for most Chilton subscribers to re-qualify every year. We, at Chilton, 
know from year to year that our subscribers are in the same business and where they are. 
There is no chance for an accumulation of “dead wood.” 


Quality Control through selection by rigid regulation of the best and more valu- 


able subscribers. 


Chilton returns several thousand checks every year because would-be subscribers do 
not precisely qualify within the limitations established for quality control of the circu- 
lation of Chilton A.B.C. publications. 


F COURSE, we, at Chilton, believe in Modern Controlled Circulation, 
too—when it is directed to daily corrected lists to reach exactly the 
type of quality readers advertisers want to cover. And we believe in Edito- 
rial Quality, Proved Readership, and Service for the Industries, Businesses, 
and Professions we reach, the kind of Services pioneered by Chilton. 


Leaders In Their Respective Fields Are These Chilton Publications: 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 
working industry. 


HARDWARE AGE, the leader in the 
field of hardware distribution. 


HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
Ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
leaches more key department store people 
than any other business publication. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry. 


THE JEWELERS’ CIRCULAR. 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of 4,000 paid trade subscriptions. 


THE SPECTATOR LIFE INSURANCE 
IN ACTION, most quoted life insurance 
publication. 

THE SPECTATOR PROPERTY 
INSURANCE REVIEW, the magazine 
of influence among fire and casualty com- 
panies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 


Pointing out that the tourist of 
average means today seems to 
prefer to hang up his garments in 
a cellophane or vinyl plastic bag 
in the back of his car and make 
his auto a rolling wardrobe, the 
|Credit Office declared that the 
| luggage manufacturer “has done 
little to offset this trend by means 
of appropriate advertising.” 

Luggage manufacturers enjoyed 
their peak year in 1947, the Cred- 
it Office said, when sales were 
estimated at $134,000,000. In 1948, 
sales were 9% below this figure 
and in 1949 luggage makers’ ship- 
ments dropped 24% below the 47 
level. 


Issues Three-Sheet Bleed 


The Advertising Council, New 
York, has issued what it terms 
“probably the first bleed three- 
sheet ever done,” in connection 
with its continuing campaign in 
cooperation with CARE. The coun- 
cil is distributing 9,000 copies of 
the four-color three-sheet with the 
words, “Help Freedom!” emblaz- 
oned over an illustration of a 
CARE package which urges people 
to “Send another CARE package 
overseas today.” 


Quarterly Announces Rates 


Advertising rates for Intro, 
quarterly publication of literature 
and art, which made its appear- 
ance last month in New York, have 
been announced by Louis Brigante, 
editor and publisher. Basic b&w 
page rate is $40. Size of the maga- 
zine is 6x9” and only b&w ads 
will be accepted. 


New Medical Quarterly Bows 


Medical Horizons, a new 16-page 
quarterly, made its bow last week. 
It will be published and dis- 
tributed to the medical profession 
by Sandoz Pharmaceuticals, New 
York, a division of Sandoz Chem- 
ical Works. No advertising will be 
carried for the present. Blair 
Tinkess is editor. 


Two Join Basford 


Kent S. Putnam, formerly co- 
ordinator of advertising and pub- 
licity of Enjay Co., chemical mar- 
keting affiliate of Esso Standard 
Oil Co., and Edgar M. Yaxley, 
formerly in the Cleveland office 
of Batten, Barton, Durstine & Os- 
born, have joined the staff of G. 
M. Basford Co., New York. 


_MEMO )) x 


HIT THE READERSHIP JACKPOT! 


When the postman delivers a 
steady flow of orders, the space 
buyer knows he has hit the reader- 
ship jackpot. 

Mail order advertisers are hitting 
the readership jackpot in the V.F.W. 
Magazine month after month. 

Your advertising deserves this 
high degree of readership if your 
product is needed in the homes of 
more than one million young fami- 
lies—the V.F.W. market. 

o 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


V.F.W. macazine 


(Formerly Foreign Service) 


Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 
10 East 43rd St., New York 17, N.Y. 
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More Travel Merchandising Needed, 
Europeans Agree; Aim at Working Class 


DvuBLIN, IRELAND, Oct. 23—The 
task of attracting more American 
tourists to European countries next 
year will demand new efforts in 
the field of merchandising rather 
than advertising, it was generally 
agreed by the delegates from 39 
countries who convened for the 
fifth international conference of 
National Travel Organizations and 


the 16th general assembly of the 
International Union of Official 
Travel Organizations here. 

| The most direct approach to this 
| problem was made by G. B. Lempe, 
head of the delegation from Nor- 
way, who said, “We all know, 
from bitter experience, that ad- 
vertising is wasted unless it is 
backed up by an information serv- 


ice. I believe that if the joint Euro- 
pean advertising campaign is to 
continue in the future, it should 
not be confined to advertising, but 
should as soon as possible be ex- 
tended to include information serv- 
ice.” 

Mr. Lempe suggested that 75% of 
the amount earmarked for the U.S. 
joint advertising campaign be allo- 
cated for advertising, and the re- 
maining 25% be spent within the 
various countries of Europe shar- 
ing in the campaign in preparation 


of printed material in an effort 
to coordinate the variety of na- 
tional programmes. 


s This travel expert further sug- 
gested that advertising be directed 
toward the working class in Amer- 
ica since he felt that the bulk of 
European travel will come from 
this class in the future, and that in 
the past this phase of European 
travel has been neglected by the 
travel industry. 

The joint advertising campaign 


Tacoma Automotive Sales 
Top $50 Million 


---up 219% over 1939 


TACOMA-PIERCE COUNTY — Washington's Second Mar- 
ket — is a good market for things automotive (and for 
many another merchandise item, too!). it's a compact 


metropolitan market — one you can reach only through 


the dominant Tacoma News Tribune! 


Only The News Tribune Covers Growing Tacoma 


In the rich Tacoma market, 
the News Tribune's 70,500 
metropolitan circulation 
overshadows all other daily 
papers. “Outside” dailies 
deliver less than half the 
recognized bare minimum 


coverage! 


The Z0MA 


News Tribune | 


80,141 Circulation, A.B.C. 


Let Sawyer-Ferguson-Walker give 
you the complete facts about 
your Tacoma opportunity. 
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for America calls for an annual 
expenditure of £350,000. This 
fund is handled by the European 
Travel Commission representing 
20 Marshall Plan countries. 

Further long range merchandis- 
ing problems revolve about the 
job of making tourist travel sim. 
pler. Mr. S. Bittel, president of the 
International Union of Travel Or. 
ganizations, urged that further re. 
ductions in the use of passports 
and visas would be a step in the 
proper direction. He pointed oyt 
that already the visa problem has 
been diminishing, and he hoped 
that obstacles interfering with 
freedom of movement would be 
greatly diminished during the 
coming year. 


es How valuable the American 
tourist industry is to European re- 
covery was shown by the fact that 
Americans traveling abroad spent 
about $688,000,000 in 1949, of 
which $207,000,000 was spent in 
Marshall Plan countries. This rep- 
resents an increase of 48% over 
the 1948 figure. Latin America 
took a $182,000,000 slice in 1949, 
and Canada and Newfoundland, 
$275,000,000. 


Appoints McCreery Agency 


Lady’s Choice Foods, Los Angel- 
es and San Francisco, packer of 
jams, jellies, salad oil and other 
grocery products, has appointed 
Walter McCreery Inc., San Fran- 
cisco, as its agency. The company 
has been licensed by Hopalong 
Cassidy Enterprises to pack a 
variety of preserves, jams and 
jellies for the 11 western states. 
A television and radio spot cam- 
paign is planned for the Hopalong, 
division. 


Mathisson Is Agency . 
for Miller High Life 


A report that the account of 
Miller Brewing Co., Milwaukee, 
had gone to Belden & Hickox, 
Cleveland, is untrue, according to 
the brewing company. Mathisson 
& Associates, Milwaukee, handles 
the account. Belden & Hickox is 
handling a TV show for northern 
Ohio distributors of Miller High 
Life beer. 


Edwin Lewis Named V. P. 


Edwin F. Lewis, who joined 
Grant Advertising last year, has 
been named vice-president and 
general manager of the agency’s 
Washington office. He was for- 
merly with Gardner Advertising 
Co. 


Rider Joins Young & Rubicam 

Rol Rider, formerly with Al- 
bers Division of Carnation Co., has 
joined the contact staff of Young 
& Rubicam, Los Angeles. 


Use Puppets To 
Make Salesmen 
Remember 


@ That’s what one of BUILD- 
ING SUPPLY NEWS’ 25,500 
readers did to help distributor- 
salesmen remember how to 
present 25- to 30-product lines 
to the favorable attention of 
their 5,000 building material 
dealer customers. If you have 
a similar problem, read Joe 
Madler’s article in BSN for 
November. 


November 
issue 


BUILDING 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


COME & VISIT—Speaking to the Ad Club of New York during his 50th visit to the 

U. S., Sir Alexander Maxwell, chairman of the British Travel & Holidays Assn., 

extended a personal invitation to American admen and women to take part in 

Britain's 1951 Festival Year celebration when they cross the Atlantic for the In- 

ternational Advertising Conference in London next July. At the table, he is flanked 

by Arch Crawford, president, National Assn. of Magazine Publishers, and Elon G. 
Borton, president of the Advertising Federation of America. 


AGENCY MEN ELECTED—Officers of the Affiliated Advertising 
Agency Network, elected at the group’s annual meeting in El 
Paso, are (seated) Paul Kranzberg, Padco Inc., St. Louis, na- 
tional chairman; Virgil A. Warren, head of his own agency in 
Spokane, national director; Thomas L. Yates, Thomas L. Yates 
Advertising Agency, Fort Worth, retiring chairman. Directors, 


! 


P. ‘ iii 


standing: John Mather Lupton, John Mather Lupton Co., New 
York; George Doyne, Doyne Advertising Agency, Nashville; 
Granville Sewell, Sewell, Thompson & Caire, New Orleans; 
Arthur Towell, Arthur Towell Inc., Madison, Wis.; and John Green- 
lee, Cline Adv. Service, Boise, Ida. Another director not in this 
picture is P. O. Narveson, Associated Adv. Agency, Los Angeles. 


* 2: @ 
ONCE FOR ALL... 


and give all you can/ 


Cagis ‘. > 
CAMPBELL - EWALD COMPANY «vcveerisine + wer Bisse 


( coconeae = nate 


THREE FOR THE SHOW—Pondering over a selection of entries in the Second An- 
nual Exhibition of Advertising and Editorial Art, sponsored by the Art Directors Club 
of Cleveland, are George Culler, director of the Akron Art Museum; David Lock- 
wood, vice-president and art director, Foote, Cone & Belding, Chicago; and Lester 
Beall, art consultant and designer. Awards will be presented at a luncheon on = ALTRUISTIC—Civie and philanthropic causes are getting the bene- 

Nov. 13. fit of Campbell-Ewald’s painted bulletin, which faces the Detroit 


Athletic Club. This appeal for the Torch Drive will be followed 
by plugs for the Red Cross and other welfare groups. 


AT SOUTHERN MEETING—Photographed at the Southern Newspaper 
Publishers Assn. meeting at White Sulphur Springs were these meeting 
attendants: (left, upper row) Jake Sawyer, Sawyer-Ferguson-Walker Co.; 
David Stern, publisher, New Orleans Item; Pete Long, Branham Co. 
(Center) new officers of the SNPA: Walter C. Johnson, secretary-mana- 
Ger; K. A. Engel, Little Rock Democrat, president; Clarence B. Hanson 


Jr., Birmingham News and Herald Post, retiring president and new 
board chairman; Myron G. Chambers, Knoxville News Sentinel, treasurer. 
(Right) J. J. Devine, Shannon & Associates; Silliman Evans Jr., Nashville 
Tennessean; Herbert D. Brauff, The Times, Wilson, N. C.; Edward Mc- 
Sweeney, Perkins Goodman, New York. At lower left are Richard W. 
Slocum, Philadelphia Bulletin; Richard Lloyd Jones Jr., Tulsa World 


and Tribune; Harold Barnes, director of the Bureau of Advertising, 
ANPA; and Cranston Williams, general manager, American Newspaper 
Publishers Assn. At lower right are Loyal Phillips, Southwest Citizen, 
Lake Charles, La.; Robert E. Gaugh, New Orleans Times Picayune; Tom 
Cathcart, This Week Magazine; W. S. Morris, The Chronicle, Augusta, 
Ga.; and Aubrey F. Murray, New Orleans Times Picayune, 
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Twin Cities Sausage 
Makers Team Up for 
Local Ad Campaign 


MINNEAPOLIS, Nov. 2—Seven 
Minneapolis area sausage manu- 
facturers have teamed up in a 
cooperative advertising and pro- 
motion campaign in behalf of an 
animated character, “Frank Mac- 
Furter,” who will become an em- 
blem for advertising campaigns 
for sausage products in the area. 

The Sausage Manufacturers of 
Minneapolis will run ads on their 
eight sausage products in Twin 
Cities newspapers. Grocer display 
cards in full color are used to, 
“guide the consumer to quality 
sausages made right here in Min- 
neapolis.” 

The manufacturers hope to help 
Minneapolis industry grow by 
urging consumers to patronize 
home industries. The animated 
MacFurter is dressed in Scotch 
plaid kilts. A trade emblem of a 
ring of sausages on a field of plaid 
cloth also is featured in the cam- 
paign. 

Cooperating companies include 
Math Christman Co., Minneapolis 
Sausage Co., Scandia Sausage Co., 
Standard Sausage Co., Flav-O-Rite 
Sausage Co., Sanitary Sausage Co. 
and Schweigert Sausage Co. 


Ford Starts KRON-TV Series 
Ford Dealers Advertising Assn., 
Richmond, Cal., district, is spon- 
soring a weekly half-hour TV 
show, “Ford Time,” starting Sun- 
day, Oct. 29, over KRON-TV, San 
Francisco. Time slot for the show, 
to run for 39 weeks, is 7:30 p.m. 
J. Walter Thompson Co., San 
Francisco, is the agency. 


Lehigh Elects Kidd V. P. 

Glenn O. Kidd has been elected 
vice-president in charge of sales 
and a director of the Lehigh Nav- 
igation Coal Co., Lansford, Pa. He 
succeeds Walter L. Banta, who has 
resigned as general sales manager 
and director. W. M. Gillespie has 
been named sales manager. 


Kliman Joins WKRC-TV 

Jerry Kliman, formerly in the 
pramotion department of Hires 
Root Beer Co., has joined the 
staff of WKRC-TV, Cincinnati, in 
charge of publicity. 


Burley Joins Crombie 

John H. Burley, formerly vice- 
president of Aikin-McCracken 
Ltd., Toronto, has been named 
manager of the Toronto office of 
Crombie Advertising Co. 


2 
Gipmaster 

THE PERFECT SALES KIT 
COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 
Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


*Also 100s of other items. 


SEND FOR FREE 


FOLDER 


Sales Tools, Tue. 


3 1220 West Madison Street 


CHICAGO 7, ILL. j 


| 
| 
| 


| Garver Joins General Foods 
Robert I. Garver, formerly ac-| 
| count executive with Lynn Baker | 


Inc., has joined General Foods, 
New York, as associate sales and 
| advertising manager of the Certo 
division. 


Mogul Promotes Martin 

Joel L. Martin has been named 
assistant to the president of the 
Emil Mogul Co., New York. Mr. 
Martin will continue as head of 
the agency’s research and media 
department. 


| Burch to Join Knight 


Effective Nov. 20, James Burch, 


copy director and partner in King, | 


Ackerman, Deckard & Burch, 
Phoenix, will become copy chief 


for the Vick Knight Agency, Los| 


Angeles. 


Appoints Fredricks Agency 
Usland Inc., fishing rod manu- 


facturer, has appointed Richard E. | 


Fredricks Advertising, New York, 
to handle its forthcoming promo- 


Ryder Joins Orange-Crush 
Forbes A. Ryder, formerly vice- 
president and general sales mana- 
ger of Hoffman Beverage Co., 
Newark, N. J., has been named 
sales manager of Orange-Crush 
Co.’s bottling division, Chicago. 


Breese Gets Knox Ethical 
Charles B. Knox Gelatine Co., 
Johnstown, N. Y., has appointed 
Murray Breese Associates, New 
York, to handle its ethical adver- 


tion. National outdoor magazines tising of Knox gelatine, effective 


will be used. 


| Jan. 1, 
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Wright Made Detroit Mgr. 

Washburne Wright has been ap- 
pointed manager of Motor’s De. 
troit office, succeeding the late 
Paul D. Hammett. Detroit mana. 
ger of Cosmopolitan, Mr. Wright 
continues to represent the maga. 
zine in the territory. 


Kaufman to Zan Diamond Co, 
Henry Kaufman, formerly with 
the copy-service department of 
Haire Publishing Co., has joineg 
the Zan Diamond Co., New York 
agency, as account executive. 


———ew 


Tren 


Redbook’s total circulation for the 


Redbook’s total circulation for the 
September issue was the largest in 


3rd quarter of 1950 was the 
highest in its history—well over 
2,000,000 copies per issue! 


our history—nearly 2,100,000! 


REASON: The Young Adults for whom 
Redbook is edited like it. Like 


it well enough to come back for more 


month after month... and to swell 
the ranks by telling their friends. 


Redbook’s advertising linage for the 
last six months of 1950 is 12.6% 
ahead of the corresponding period 

of 1949. In the 4th quarter of 1950, 
Redbook gained 20.4% over the same 


period for 1949. 


REASON: Advertisers are finding that 
Redbook is doing the one editorial job 
with real impact on the Young Adult 
Market. They are finding that 
advertising in Redbook pays off. 


REDBOOK 
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17 Top Los Angeles Grocery Organizations | The Southern California action names of the markets participating 


Advert':ing Age, November 6, 1950 
New Rate For KFI-TV 


n ap- KFI-TV, Los Angeles, has an- is based, for the most part, on a | in the move were not available, 

| De- ( i hourl ; detailed study of handling costs| and would not be until manufac- 
nounced a new evening hourly Do po y Ss . 

late § pase rate of $750, effective imme- uble Charge to 2¢ for Handling Coupons made by the Market Basket Chain. | turers had time to receive the an- 

bare = diately. Afternoon time is $450,| Los ANGELEs, Nov. 1—All of the, resolution adopted by the Cal-| This study shows that the cost of| nouncement from each of the 

ight F morning rate is $300. Previous| 17 largest multiple chain grocery | ifornia Grocers Assn. at its con-| processing one coupon on a volume | stores concerned, and an oppor- 


rates were $500 evening, 
afternoon, and $200 morning. 


$350 organizations in this area have in- ‘vention in Coronado, Cal., Sept. 


formed the manufacturers and dis- | 24-27. The resolution noted that 
tributors with whom they deal) retailers are now paid 1¢ per cou- 


basis is 3.337¢ when picked up by 
a salesman, and 3.743¢ when the 
coupon is mailed to the manufac- 


tunity to reply. 
He said all that the markets 
want “is to be reimbursed for 


i oo owe = do prem with that, effective Dec. 1, all coupons | pon for handling, and that “care-| turer. The study was based on a/| more of the cost of handling cou- 
nt of Doherty Clifford & Shenfield. has| T®4eemed after that date will be ful” surveys have revealed that,| volume of 500 coupons for five} pons.” 

oined joined “Lennen & Mitchell, ‘New | invoiced at the handling charge of | because of increased labor and| manufacturers. 

York York, as a merchandising execu- 2¢ per coupon. other costs, the cost of handling Albert Watson, secretary-con-| Forsgren Joins Searcy 


tive. 


The action is in line with a' to the retailer is “in excess” of 1¢. 


troller of Market Basket, said the 


— 


Leonard Forsgren, formerly ac- 
count executive in the Portland, 


Ore., office of McCann-Erickson, 
has joined Searcy Advertising 
Agency, Portland, in the same 
capacity. Tom Drake, Searcy ac- 
count executive, is on leave of ab- 
sence for active military duty. 


BW 
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at the St. Clair Hotel 
Artists Guild Club 
for reservations: call 


SUperior 7-3320 


TOTAL REDBOOK CIRCULATION 


BY 6 MONTHS PERIODS 


Cal Dunn 
moderator 


is going places 
BECAUSE it's Serving the Self-Interest of YOUNG ADULTS! 
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Advertising in the Test Stage : i 
were amazed If You Can Write 
Toni Tests New Viv ha and Lincoln newspapers, Teal If you can take your pen in hand, 
explains that Viv “removes bacte- 
ia that leasant hair odor Write music to the winds and sand, 
Deodorant Shampoo oe “Ayre oo shining soft, Describe a tender, growing flower, 
in Omaha Market uapanennene with lasting ‘just- The tragedy of love’s last hour— @ “Hoy 
in a Marke washed’ fragrance that never of- WRITE A POEM Relatio 
Cuicaco, Nov. 1—Toni Co. divi- | fends.” ‘ If you are sure that you can write first © 
sion of Gillette is conducting a Copy stresses the idea that A story, neither trash nor trite, - 
Nebraska test campaign for Viv,| “girls’ hair sometimes does of- And follow through each chapter well con a 
its new deodorant shampoo. fend,” and that Viv eliminates the With every incident you tell— Journ: 
Toni also is testing another liq-| possibility. The newspaper ads al- WRITE A BOOK b 
uid cream shampoo, White Rain,| so plug the idea that the product the su . 
is “marvelous for bleached and y Nowy ge say sty oo > say ev 
dyed hair,” and that it is a “liquid out the news from day to day, im 
NEW! 4 DEODORANT SHAMPOO! creme.” If you feel you must create, clubs al 
To date, the market test for Viv Add something to the fourth estate— ganizat 
is confined to two Nebraska mar- mene er tira nay WRITE A COLUMN — 
kets, but will be extended to other . 
cities if results are satisfactory. | FIRST FOR FIRST—First in a series of oo if — = to yl are up 
Ads in the current drive were) test ads for Piatt & Smillie’s First anti- } at o , t Apes © ww igest, Tom M 
placed through Foote, Cone & septic liquid detergent. 4 you od earne - w you've got to try pulled 
Belding. 0 catc the public’s buying eye, one m«¢ 
that the drive is and will continue ee System 
AIMS TEST OF FIRST AT to be directed only to the institu- ow business makes the black ink show, chure, 
: Then you’re a very funny kind 
INSTITUTIONAL MARKET tional market. P. B. Gast & Sons . ) 
: Co., Grand Rapids, is the First Of writer—with a funny mind, e The) 
St. Louis, Nov. 1—Piatt & Smil- distributor for western Michigan A man content to stand the gaff proved 
lie Chemicals Co., for its First : Without a hope for epitaph will pe! 
antiseptic liquid detergent, is run- UERKRAUT WILL To praise the prose, the time and tears struct 
ning a test campaign in Grand aa npr thd TEST Which monument your better years. station 
Rapids, Mich., newspapers carrying If you will be content to wait and To) 
full-page, three-quarter and half- PHILADELPHIA, Nov. 1—Kissling For some uncertain, future date, file an 
page ads. Sauer Kraut Co. will launch a When your small chance for thanks will be questin 
Directed solely at factories, bak-| heavy test campaign on radio and A simple little eulogy— mitter 
eries, restaurants, hospitals, etc.,| television in this area during the When someone says your job’s done well power | 
in the Denver area. Unlike Viv,| copy emphasizes the germicidal| fall and winter season as part of And thinks, “God Bless him, he can sell”... 
White Rain is not a deodorant|as well as cleansing abilities of| its expansion program. It will be WRITE ADVERTISING COPY e Clev: 
shampoo. Newspapers and radio | First. Ads also include an offer of | the heaviest the company has ever —TuHomas D. Murray, has unt 
spot announcements are being | free test kits. undertaken, and is believed the Frigidaire Division, General Motors Corp., Dayton, O. additior 
used on both products. A representative of Krupnick &/| largest ever attempted for sauer- Contributions are welcome to AA’s Poetry Corner. No pay is made for ly for i 
Using 1,600-line copy in Oma-! Associates, Piatt’s agency, told AA | kraut. verse, however. local fe 
Newspaper ads will supplement uippe 
equipp 
a heavy schedule of spots on applian 
if you _ ag of — — ~ WPEN and time on the WIP| cities. The live action films, which Mutual Orange Starts Push demons 
“Kitchen Kapers” program. One-| emphasize the Zippo lighter’s abili- tal 
: : : / - ; Mutual Orange Distributors, Red- 
minute spots will be used on|ty to function in a high wind, | jands, Cal., has launched a $250.) ® More 
WCAU-TV. were made by Pathescope Produc- | 000 ad campaign in 28 newspapers} the KR 
J. Cunningham Cox, Philadel-| tions. Geyer, Newell & Ganger,| in 12 markets to introduce its Real? annual 
phia, is the agency. New York, is the agency. Gold desert grapefruit base. The} ers’ pa 
can sell them for you @ write FOR FACTS drive arene with 1,000-line ads,{ were d 
ZIPPO TESTS VIDEO Waterman Pushes Gift Set aoe We ollowed by weekly} and the 
343 S. DEARBORN ST. CHICAGO 4, ILL. Braprorp, Pa., Nov. 1—Zippo|, L. E. Waterman Co. Ltd., Mon- aon J. Welter Plemapoen Co, La -+ndlaany 
et ENE SEE EEE Mfg. Co. is running a test televi-| ‘teal, subsidiary of L. E. Water-| angeles, is the agency. tainers. 
Ostia Po i ’ . : : Pigg man Co., New York, fountain pens, wildlife 
sion campaign, using spots in eight : em : 
pencils, desk sets and writing inks, R A “Ducks 
is introducing a new gift desk set | Resigns as Ad Director 
= a ge ge a ~ a Earl Pivan has resigned as ad- e The 
color ads will run in Canadian | vertising and sales promotion di- 
GROCERY PRODUCT TESTS IN GREEN BAY, WIS. page | = ot aging — Ar rector of Dawe’s Mfg. Co., Chi- —y 
ions, an w copy is scheduled| cago, manufacturer of vitamin ’ 
ARE ACCURATELY JUDGED THROUGH THE for daily newspapers. Full-color| products for feeds. Prior to his} an entii 
a > gore ogg Ngee en association with Dawe’s, Mr. Pivan§ with lit 
ETTE mn also wi used. e@ campaign | was an independent sales and ad-§ ificatio. 
oe GR ERY BRAND SALES SURVEY is supplemental to Waterman’s| vertising consultant. for the 
regular Christmas ere Mc- 
Kim Advertising, Montreal, is the 
Here, a Press-Gazette staff member agency. Kelly Joins Griswold : @ The | 
ls enoatinn hilt ak ofa 8 ; James T. Kelly, formerly with} Fla., ha 
stoc a Genera isi inn- | 
ine lcede diiiaaliehoiaaa Townley Cafe to Wilbur Inc. | Knox Reeves Advertising, Mimey new $ 
oy ee ne a ee William Wilbur Advertising, New | office of Griswold-Eshleman Co, which \ 
Bay. York, has been appointed to han-| as an account executive. ous set 
* . dle advertising for Bate go Rest- tion. 
thorough check of basement and aurant and Cafe. Small space is 
beck . tock is a d i currently running in The New Foster Joins J. ]. Gibbons ; e Stati 
ackroom stock Is also made, as we Yorker and New York dailies. Fu-| Bert E. Foster, formerly with} cont) 
as invoices to determine replacement ture plans call for radio and ad-| McKim Advertising Ltd., has been ant ; 
Lendl ditional consumer magazine ad-| named an account executive at J.— 2Pectac 
mercnandise. vertising. J. Gibbons Ltd., Toronto. lighted 
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a Along the Media Path 


e “How to Be Your Own Public 
Relations Man” is the title of the 
first of a series of bulletins pre- 

for plumbing and heating 
contractors by Plumbing & Heating 
Journal. The publication has pre- 

three files of material on 
the subject to date, including press 
releases, sales letters and hints on 
improving relations with women’s 
clubs and civic and educational or- 
ganizations. 


e Noxzema shaving cream sales 
are up 25% this year, to date, and 
Tom Moore’s “Ladies’ Fair” show 
pulled 2,511,062 pieces of mail in 
one month. Mutual Broadcasting 
System offers details in a new bro- 
chure, “Air-Loom: 1950.” 


e The Kansas City council has ap- 
proved a rezoning ordinance which 
will permit Station KMBC to con- 
struct a 1,000’ tower and video 
station at the intersection of 23rd 
and Topping. The station soon will 
file a modified TV application re- 
questing a permit for a trans- 
mitter with an effective radiated 
power of 50,000 watts. 


e Cleveland TV Station WEWS 
has undertaken construction of an 
additional studio designed primari- 
ly for intimate shows and regular 
local features. The studio will be 
equipped with all prerequisites for 
appliance installations and home 
demonstrations. 


e More than 4,100 Iowans jammed 
the KRNT theater Oct. 14 for the 
annual Des Moines Tribune hunt- 
ers’ party. More than 120 prizes 
were donated by Iowa merchants 
and the spectators were treated to 
five acts by professional enter- 
tainers. Proceeds go to aid the 
wildlife conservation program of 
“Ducks Unlimited.” 


e The Philadelphia Inquirer has 
published “The Classified Travel- 
ogue,” a 32-page reproduction of 
an entire Sunday classified section, 
with linage figures for each class- 
ification and total linage figures 
for the first half of 1950. 


@ The Sentinel and Star, Orlando, 
Fla., have begun construction of a 
new $300,000 newspaper plant, 
which will bring together the var- 
ious scattered units of the opera- 
tion. 


@ Stations WFIL and WFIL-TV 
recently chartered a Douglas Leigh 
Spectaculars blimp for a week and 
lighted Philadelphia «ies with 


PRINTING TYPES 
and How to Use Them 


New Book by Carnegie Press 


by Stenley C. Hiasta, Assistant Head, Dept. 
¢ A ree os Carnegie Institute of 


A caneaiin up-to-date study for: 


* Printers © Publishers 

* Advertisers © Editors 

* Students of © Advertising, Public 
Printing Relations Executives 


ee together invaluable information, includ- 


1. Reproductions of gee of selected faces. 


2. An interesting and account gt the 
origin and development tot teach type face. 


3. Explanations of distin- 


ing 
with illustrations. 


4. Listings of types qvetiette 
from foundries and matrix 
companies. 


5. Suggested combinations of 
faces. 

6. Classification of faces. 

1A clear 
how 


and 
Various faces. 


CARNEGIE press 


Carnegie Institute of Technology 
Pittsburgh 13 


letters 16’ high, boosting four or 
five local and network shows. 


@ Woman’s Home Companion has 
published reprints of full-page 
newspaper ads on its newsstand 
gains during the first half of 1950. 
The folder with the reprint also 
contains data on circulation gains 
since June, 1948. 


e@ In June, the Washington Post 
sponsored its fourth annual Na- 
tional Celebrities Golf Tournament, 
and raised $30,000 to aid organiza- 
tions assisting underprivileged 
children. Story of the event is told 
in a 20-page booklet, “The Kids of 
Washington Thank You,” which is 
available from the Post. 


e@ The Observer, LeGrande, Ore., 
early last month published its 


| ninth annual Northeastern Oregon 
edition, containing seven sections 
reviewing the business, industrial 
and recreational developments in 
the area. 


@ Modern Romances has added a 
complete homemaking section for 
young families in its November 
issue. The new section is edited 
for young married women with 
children. 


Broadcasters Elect Gluck 
North Carolina Assn. of Broad- 
casters has elected Earl Gluck, of 
WSOC, Charlotte, as president. Pat 
Patterson, of WRRA, Washington, 
has been elected vice-president, 
and Jack Younts, of WEEB, 
Southern Pines, has been reelected 
secretary-treasurer. 


Signs Radio Sports Show 
Lucky Lager Brewing Co., San 
Francisco, has signed to sponsor 
“Tra Blue, Sports,” on the ABC 
Pacific Coast net, Fridays, for five 
minutes immediately following the 
weekly Gillette fight broadcasts. 
McCann-Erickson is the agency. 


Names Hoyt Publisher 


W. K. Hoyt, acting publisher of 
the Journal and Sentinel, Winston- 
Salem, N. C., has been elected pub- 
lisher. He succeeds former Army 
Secretary Gordon Gray, who re- 
signed after being appointed pres- 
ident of the University of North 
Carolina (AA, Oct. 23). 


Harshe Associates Named 


Chippendale’s Inc., Chicago, pro- 
ducer of packaged bedroom fash- 
ions (spreads and drapery fabrics 
merchandised as a unit), has ap- 
pointed Wm. R. Harshe Associates, 
Chicago, to conduct a public rela- 
tions program. 


To Van der Boom, Hunt 
Guaranty Union Life Insurance 
Co., Beverly Hills, Cal., has ap- 
pointed Van der Boom, Hunt, Mc- 
Naughton Inc., Los Angeles, as its 
agency. Direct mail will be used. 


KERB Appoints Bowles 

Station KERB, Kermit, Tex., has 
appointed Bowles & Co., Fort 
Worth, as its national representa- 
tive. 


51 
Harris, Beavers Promoted 


Glenn Harris, former program 
manager for Station KMA, Shen- 
andoah, Ia., and acting program 
manager for KMTV, Omaha, has 
been named general program man- 
ager for May Broadcasting Co., op- 
erator of KMA and KMTV. Wayne 
Beavers, formerly KMA produc- 
tion manager, has been named pro- 
gram director of the station. 


Eversharp Appoints Allied 


Eversharp Inc., Chicago, has ap- 
pointed Allied Public Relations 
Associates Inc., New York, for a 
comprehensive industrial relations 
program. Allied will function in 
new merchandising promotion 
plans and the introduction of new 
Eversharp products. 


Sick of Bum Art, high prices? 
A5pread 4000 new, top-quality spots, 
coveri a ey need, before youand 

Write today for free brochure. 
STIVERS STUDIO 


pay only $1.00 for those you use. 
P. O. Box 3684 + Son Francisco 19, California 


Easy to use; limited to recognized 
agencies, editors & Ad Mgrs. 
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St. 


— 
Mike... this is worth looking at!” 


First, look at any metropolis. 
Does its market value stop at the “‘city limits’’? 


Heck, no!... 


it goes on 


until it bumps into the influence 


of another metropolis. 


Now look at St. Louis! There isn’t another 
metropolis within 240 miles 
. creating one big “super city” 
newly named “St. Louillmo” 
because it takes in Metropolitan St. Louis 


and 86 city-conscious counties 


in Eastern Missouri 


and Southern Illinois. 


“City circulation” won’t cover it! You need 
the whopping, powerful St. Louillmo coverage 
of the GLOBE-DEMOCRAT! 


‘A Metropolis of 287 thriving neighborhood co: 
hptantnbark Mississippi Valley 


BAR OO -s 


To Hawaii or Alaska we gladly concede the name 


“49th State”. Since 1921 


“49th State” to describe this market area; but today 
the true St. Louis market is no longer a “state”... 
it’s a bustling big “‘city’”’... 
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Ross Roy Names Two 

William G. Bishop, formerly as- 
sistant editor of “Chrysler Motors 
Magazine,” has joined the copy 


staff of Ross Roy Inc., Detroit.) Supplies Directory, designed for} 
Marshall Hibbard, formerly with |manufacturers in the needle trades. | 


Batten, Barton, Durstine & Os- 
born, has joined the agency as an 
art director. 


Koehl, Landis Agency Moves 


Koehl!, Landis & Landan, New 
York, has moved to new offices 
at 588 5th Ave., where it occupies 
the entire fifth floor of the build- 
ing. 


Fairchild Prints Directory 


| Fairchild Publications Inc., 7 E. 
| 12th St., New York, has published 
its 1950-1951 Factory Equipment & 


| Copies are available from the di- 
| rectory division of Fairchild Pub- 
lications. 


Brown Joins Schwimmer 

David. L. Brown, formerly with 
McCann-Erickson and Pedlar & 
Ryan, has been named manager of 
the New York office of Schwim- 
mer & Scott. 


MY 


The ONLY Magazine that is... 
SPONSORED by, PAID FOR and DISTRIBUTED 


exclusively by over 700 DEPARTMENT & 
SPECIALTY STORES in all 48 states! 


~ aad fing foe 


180,000 Circulation. 


Write for Facts and Merchandising information— 


SHAW PUBLICATIONS, INC. ob. 


Minard Shaw, President 


53 East 34th St., New York 16 + Representatives in: sep © Strap o Alea « Salle 
F isco + Les Angel 


| Fisher Features Apple-Ida 


| 
Fisher Flouring Mills Co., Se- | 
ettle, is using 200 daily and weekly | 
newspapers on the West Coast for 
its Zoom whole wheat cereal pie 
crust. Ads carry Fisher’s “Apple- 
Ida pie” recipe and feature Ida 
Lupino, who plugs the product in 
the drive. The company also is 
sponsoring a Monday through Fri- 
day 7 a.m. newscast over NBC’s 
West Coast net. Pacific National 
Advertising Agency, Seattle, han- 
dles the account. 


Nicoli Appoints Schnitzer 

Nathalie Nicoli, San Francisco, 
women’s clothing designer, has ap- 
pointed Bernard B. Schnitzer Inc., 
San Francisco, as its agency. Maga- 
zines and trade publications will 
be used. Florence Frederickson Mc- 
Donald has been named director 
of advertising and publicity for 
Nathalie Nicoli. 


Appoints Franklin Fader 


Maas & Waldstein Co., Newark 
manufacturer of industrial finishes, 
has appointed Franklin Fader Co., 


Newark, as its agency. 


G. D. Crain Jr. Says... 


Advertising Age, November 6, 19% 


Walgreen Did It 50 Years Ago 


The broadening of distribution 
lines, .whereby merchants in al- 
most every field have gradually 
expanded their various classifica- 
tions of merchandise, has been go- 
ing on a long time. An interesting 
historical footnote on the subject 


tizing many of the early days of 
Chicago’s social and business life 
In this column Mrs. Esmond tells 
of a visit to her husband’s lay 
office, where she met the yo 
wife of a client, a neighborhoog 
druggist named Walgreen. 


was supplied recently by Miss) 


Herma Clark in her popular col- 
umn, “When Chicago Was Young,” 
which appeared in the Oct. 8 is- 
sue of the Chicago Sunday Trib- 
une. 

The material in this column was 
based on information supplied by 
Mrs. Charles R. Walgreen Sr., 
widow of the chain drug store pio- 
neer, and was presented in the 
form of a letter from Martha Free- 
man Esmond, of Chicago, to her 
friend in New York, Julia Boyd. 
These fictitious characters have 
supplied the medium for drama- 


— printin 
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HAMILTON ENAMEL... 
Improved quality and greater value 


FALCON ENAMEL... 


An old brand in a new quality 


FORMAT ENAMEL... 


~The Champion Paper end Fibre Company 


A new economy coated grade 


The 


GENERAL OFFICES, HAMILTON, OHIO — 
District Sales Offices in New York * 


a BE aa. aa 


Chicago * 
St. Lovis * Cincinnati -¢ Atlanta 


Philadelphia ¢ 
¢ Dallas °* 


Pe ae 


Cottrell two-color sheet- 
fed rotary letterpress, 
Model M.S.1. 248, manvu- 
factured by C. B. Cot- 
trell & Sons Company, 
Westerly, Rhode Island. 


Detroit 
San Francisco 


‘= “I asked which was the bes 
| season for the drug business,” the 
| letter goes on, “guessing that 
must be in winter, when there was 
more need of medicine for colds 
But the little bride surprised me 
by saying that in summer there 
was the large business done by 
the soda fountain, which was 
closed up in winter. 

“She was sure her husband 
would find some way to make 
good the debt on the store, for he 
always had such good ideas. Once, 
she said, a salesman came into the 
drug store to ask what was the 
| best hardware store in the neigh. 
| borhood. His factory had a surplus 
| of a particular kind of aluminum 
| Kitchen utensil which could be 


sold at a great bargain. 

| “*My husband said perhaps he 
|could sell them himself in our 
drug store,’ she related, ‘and the 
deal was concluded in short order, 
The aluminum ware was such a 
bargain that the women of the 
neighborhood snapped it up in no 
time, and my husband made a fine 
profit.’ 


e “Will brought the young drug- 
gist up at that moment to intro- 
duce him, as their business was 
finished, and young Mr. and Mrs, 
Walgreen left. As we drove home, 
Will told me how pleasantly he 
had been impressed by the young 
husband. Will thinks he is like 
the youthful pioneers of earlier 
Chicago and thinks he will be 
heard from. He was discussing 
with Will the purchase of another 
drug store, where he will put a 
manager in charge, and Will thinks 
the idea quite feasible. 

“*The day of opportunity isn’t 
past in Chicago,’ says Will.” 

The date of the letter was Octo- 
ber, 1902, a year after Mr. Wal- 
green entered the drug business. 
The development of this retail drug 
organization, which started soon 
thereafter, was undoubtedly based 
on his conviction, born of exper- 
ience, that the drug store can sell 
household items that can be con- 
veniently carried home, and which 
do not represent a major invest- 
ment. 


DeBaggis and Wheeler Get 
Boyle-Midway Promotions 


Boyle-Midway Inc., New York, 
maker of 3-in-One oil, Plastic 


Wood, Wizard Wick deodorizer 
and other household products, has 
named E. A. DeBaggis, formerly 
assistant national sales manager, 


| 

| E. A. DeBaggis R. S. Wheeler 
as national sales manager. Robert 
S. Wheeler, who was with Wilbert 
Products Co. prior to joining 
| Boyle as sales promotion manager, 
| has been named advertising and 
sales promotion manager. 


Evans Appoints West-Marquis 


| Evans Engine & Equipment Co., 
Seattle, western Washington dis- 
tributor of General Motors marine 
and industrial diesel engines and 
Chrysler industrial gasoline en- 
gines, has appointed West-Marquls 
Inc., Seattle, as its agency. 
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MARKET AND MEDIA DATA FOR ALL 3,072 U.S. COUNTIES 
BRAND PREFERENCES OR SALES TRENDS—IN 87 MARKETS 


FACTS ON SUCCESSFUL COPY AND LAYOUT TECHNIQUES 


AIDS FOR MORE EFFECTIVE RETAIL ADVERTISING 


4 GROWING RESERVOIR 
OF FACTS 70 HELP YOU 


=| wake the wos? of your Mavertisiag Doli 


CONSUMPTION DATA BY REGIONS FOR 38 PRODUCT GROUPS 


Never before has objective fact been so vital to advertising success. Today more 
than ever, profits depend on getting top mileage from every advertising dollar. 


That’s why advertisers, both national and local, have been turning more and 
more often to the growing factual reservoir maintained for their use by newspapers’ 
$1,000,000-a-year investment in the Bureau of Advertising. 


Now the whole broad range of these ser- 
vices is wrapped up for your easy reference 
in the just revised and updated 24-page 
guide, Services Available to Advertisers and 
Agencies. If you haven’t received your copy, 
the coupon below will bring it by return mail. 


Regional Facts Show Sales Opportunity 
Whatever your product or problem, some 
of these services will be useful to you. 


Regional consumption data—from Indus- 
trial Surveys Co.’s famed National Consumer 
Panel and other sources—may provide you a 
uniquely useful guide to areas or city sizes 
where you should be advertising for top sales 
results. Plus an equally useful guide to areas 
where advertising might be wasteful. The 
table at right lists just a few of the long list 
of products on which such data are avail- 
able for you. 


Localized newspaper research—in the form 
of newspapers’ grocery inventory, consumer 
panel and brand preference studies — give 
you the means of measuring local advertis- 
ing efficiency, of evaluating test promotions. 


Timing Is Key to Better Retail Promotion 

If you’re a retail advertiser, local or chain, 
you'll find—as have thousands of retailers— 
a key to more productive advertising in the 
Bureau’s data on timing your promotion to 
consumer buying patterns, for different prod- 
ucts in different areas. 


If your task is creative, you'll find a wealth 
of help toward more effective copy and layout 
techniques in the many Bureau studies based 
on the 11 years’ accumulation of readership 
data by The Continuing Study of Newspaper 
Reading. 

Many Services Available Locally 

Many of these services are as close to your 
office, wherever you are, as your local 
Bureau of Advertising member newspaper. 
The Services booklet clearly guides you to 
the nearest source for the help you need. 


To make your advertising dollar pay off— 
as it must pay off today—find out about all 
these services which newspapers now offer 
you. If you haven’t your copy of Services 
Available, mail the coupon now. 


= — 
BYwxeCwe of AWvertiing » AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


570 LEXINGTON AVE., NEW YORK 22 * 360 NORTH MICHIGAN AVE., CHICAGO 1 * 240 MONTGOMERY ST., SAN FRANCISCO 4 
PLAZA 9-6262 STATE 2-8681 EXBROOK 2-8530 


Sponsored by The New York News in the interest of more effective advertising 
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A FEW OF THE PRODUCTS ON WHICH 
SPECIFIC DATA ARE AVAILABLE 


Alkalizers Liquor, All Types 
Antihistamines Margarine 

Baby Foods Oranges 

Canned Goods Pain Relievers 
Coffee Pet Foods 
Cooking Oils Prepared Desserts 
Dentifrices Shaving Cream 
Deodorants Shortenings 

Flour & Mixes Soaps, Synthetics - 
Frozen Foods Soft Drinks 

Hair Preparations Tea 


Laxatives Waxes & Polishes 


MAIL THIS COUPON TODAY 


BUREAU OF ADVERTISING, ANPA 
570 Lexington Ave., New York 22 


Please send my free copy of your new booklet, “Ser- 
vices Available to Advertisers and Advertising Agencies.“ 
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Toni, CBS and Duell, Sloan Get Together 
to Put ‘Nora Drake’ Between Book Covers 


New York, Nov. 2—This is go-| the novel. It tells what happened to 
ing to be an awful shock to the col- | 
lege literature professors and other | 


soap opera detractors, but. “This Is 
Nora Drake,” a daytime radio ser- 
ial sponsored three times weekly 
over CBS by Toni, has “inspired” 
a novel. 

“The Nora Drake Story” will be 
published Nov. 10 by Duell, Sloan 
& Pearce ($2.75). Cornelia Blair, 
a pseudonym for a man who pre- 
fers to keep his identity secret, is 


the author of the work. Milton! 
Lewis writes the radio script, but | 
apparently did not have a hand in| 


the woman in her childhood and 
formative years—a period not cov- 
ered in the three-year-old series. 

The long arm of coincidence 
moves the very good or very bad 
people in “Nora’s” orbit. The last 
quarter of the book concerns it- 
self with the heroine’s juggling of 
a couple of suitors, one the father 
of the other. 


es Heralding it as the first novel 
ever written about a soap opera 
heroine, CBS, Toni and the pub- 
lisher are cooperating in promotion 


8x10 genuine glossy photos 


in quantities 
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J| Bros., Chicago. 


plans. The permanent wave manu- 
facturer is sending promotional 
kits to all Columbia affiliates car- 
rying the show. Point of sale ma- 
terial on the book will be made 
available to stores carrying Toni 
products. 

Two copies of the novel will be 
given daily to contestants on “Give 
and Take.” The soap opera also 
will be used to publicize the book 
(Cornelia Blair has already been 
written into the broadcast). 

Duell, Sloan & Pearce will mail 
a promotion letter and a jacket of 
the “Drake Story” to a list of 1,000 
Nora Drake fans furnished by 
Toni. The publisher will begin fea- 
turing the book in its regular ad- 
vertising in newspapers and pub- 
lishing trade papers in mid-No- 
vember. ~* 


McNamara Joins Butler 

John S. McNamara, formerly re- 
tail sales manager of soft lines for 
Montgomery Ward & Co., has been 
named merchandise manager of 
the New York ready to wear and 
soft lines buying offices of Butler 


A message to Advertisers now working on 1951 Schedules 
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Whether you're all out selling or on allocations, it’s 
good business to keep the retailer fully informed. 
Send for a full presentation of how the Haire home magazine 


serving your field can do the best possible trade job for you. 


THE Me UAW MCG em MERCHANDISING PUBLICATIONS 1170 BROADWAY, NEW YORK 1, N.Y. 
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The Eye and Ear Department 


NBC-TV’s “Show of Shows”—visible Saturday nights—is a 
program that actually has to be reviewed several times, because 
it is not the same show two weeks running. 

Every four weeks, for example, Dean Martin and Jerry Lewis 
take over—and this column is devoted to their particular share 
of that time spot. 

Martin is a husky character with a fairly good voice, as popu- 
lar voices go. He doesn’t look unlike Perry Como—and doesn’t 
sing unlike him, either. 
Lewis, on the other hand, 
looks something like 
Frank Sinatra with a 
buzz-cut. He is, however, 
considerably more zany 
than The Voice—and, in 
this respect, contributes 
greatly to the fun on TV 
if you happen to like 
zaniness, which this re- 
viewer does. 

Most good comedians 
stand (or fall) as symbols 
of some facet of human 

nature. Lewis portrays the 
imperfect man—skinny, 
flat-chested, without 
muscles—who is con- 
stantly getting into situations that call for a more vigorous or, 
frankly, more manly character. He has learned, however—as 
so few of us ever learn—that, if you can’t master fate, you can 
at least gain the satisfaction of giving it a hot foot. And he 
usually does. 

The particular Saturday night that this reviewer caught 
Martin and Lewis, they were caught with a lengthy two minutes 
in which they had to ad-lib because of a short show. The ad- 
libbing was every bit as funny as the rehearsed skits—and in- 
dicated that Martin and Lewis, like Sid Caeser, are “naturals” 
as far as TV comedy is concerned. 

The Martin-Lewis division of the “Show of Shows” is spon- 
sored by Colgate—which manages to get in periodic plugs for 
just about every product made by Colgate. Maybe the Colgate 
boys feel that, in this way, they are really getting their money’s 
worth. But The Eye and Ear Department wonders. When the 
show ‘is over, one remembers Martin and Lewis, because he has 
seen them consistently. He doesn’t remember very well the 
family of Colgate products or what was said about any partic- 
ular one of them. It might be better if each show were devoted 
to a complete selling job on one particular Colgate item. 


DEAN MARTIN (left) and Jerry Lewis take 
over “Show of Shows,” NBC-TV, every four 
weeks on Saturday nights. 


Gotham Hosiery Names Three 


Gotham Hosiery Co., New York, 
has promoted Samuel F. Rubin, 
vice-president in charge of pro- 
duction, to executive vice-presi- 
dent, and Roy E. Tilles Jr., assis- 
tant general manager of Gotham’s 
Tabarin department, to vice-pres- 
ident in charge of sales. Stanley 
Goodman, formerly executive vice- 
president of David’s Fifth Ave., 
has joined Gotham as sales promo- 
tion manager. E. L. Winpenny, 
with Gotham since 1932, will retire 
as vice-president and director of 
sales, remaining on the board and 
as sales consultant. 


Boizelle Joins Ver Standig 
William P. Boizelle, former vice- 
president and general manager of 
Boizelle Mfg. Co., Rockville, Md., 
has been named vice-president in 
charge of merchandising of M. 
Belmont Ver Standig Advertising, 
Washington. The agency has ex- 
panded its quarters with the ad- 
dition of another floor in its pres- 
ent building. 


Madden Heads Export Group 


Joseph W. Madden, secretary of 
National Export Advertising Serv- 
ice, New York, has been elected 
President of the Assn. of Interna- 
tional Advertising Agencies. He 
succeeds Daniel C. Kaufherr, vice- 
president of Irwin Vladimir & Co. 
Other officers elected include Wil- 
liam Hopkinson, New York resi- 
dent manager of T. B. Browne Lid., 
vice-president; and A. L. Beyea, 
vice-president of Robert Otto & 
Co., secretary-treasurer. 


Busch Joins West-Marquis 


Albert H. Busch, formerly ad- 
vertising manager of Craig Movie 
Supply Co. and Craig Mfg. Co., has 
joined the Los Angeles staff of 
West-Marquis Inc. as an account 
executive. 


Goldberg Heads DuBois 


Albert A. Goldberg, formerly 
sales manager of Leo Hart Co, 
has been named president of the 
DuBois Press, Rochester, N. Y. 


Me iid is ™ 
Where do IOWA farmers 


look for information on 
Farm and/Homie Building 


Improvements? 


For Latest Authentic Information 
Write IOWA FARM & HOME REGISTER 
Des Moines 4, lowa 
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White Stag Clothes 
to Have Largest 
Drive in Spring 


PorRTLAND, ORE., Nov. 1—The 
largest single advertising cam- 


: in its history is planned for 

next spring by White Stag Mfg. 
is Co. maker of sports, play and 
e hunting clothes. 


The tentative schedule calls for 
color covers in Mademoiselle (with 
an additional color spread), Charm, 
Glamour and Today’s Woman. A 
half-page color ad is planned for 
Seventeen. Half-page bleed ads 
are scheduled for Esquire and 
Holiday, a three-fifths page color 
ad in the New York Times Maga- 
zine, and two-thirds and half-page 
@ b&kw ads in Photoplay, Screenland, 

Silver Screen and Vogue. 

The first advertising will ap- 
pear in March, 1951, and the cam- 
paign will continue through May. 

ke 
ur 


a Television spots are being pre- 
pared by White Stag for the first 
time. For women’s togs there will 
be singing commercials, with the 
garments modeled and described 
in song. They are not cooperative. 
Stores will buy the time and White 
Stag will provide the commercials. 

In addition there will be the 


. usual point of sale material and 
four-color statement stuffers. 
it Allen & Clenaghen, Portland, is 
5 the agency. 
be 
¥ Wards Issues Christmas Book 
ff Montgomery Ward & Co.’s 1950 
Christmas catalog, its largest 
- Christmas book to date, is now in 
ir the mails. Compared with a year 
' ago, the 240-page book is 10% 
- larger; selections are confined en- 
8 tirely to items of a gift nature. 
le More than 70 pages are devoted 
iS to toys and games. Prices gener- 
e ally have been maintained at or 
« slightly above last year’s levels. 
d 


Ballard Offers Gift Wraps 


Ballard & Ballard Co., Louis- 
——j ville, for its OvenReady biscuits 
up and Obelisk flour, is offering 

Christmas gift wrapping sets in its 
ry O&fcurrent drive. Full-color ads in 
erv- § Family Circle, Woman’s Home 
ected | Companion and Ladies’ Home 
2rna- § Journal will push the biscuits, and 
. He} newspapers in 42 cities will be 
vice- f used for Obelisk. Henri, Hurst & 
« Co. | McDonald, Chicago, is the agency. 


tes | Guenther, Brown Adds 3 


eyea, Guenther, Brown & Berne Inc., 
to &§ Cincinnati, has been appointed to 
handle three new accounts: Ohio 
Stove Co., Portsmouth; Schroeder 
Shoe Co., Portsmouth; and Becker 
Chemical Co., Cincinnati. 


READ... 


Are You 
A Color 
Coward? 


@ Are you afraid to apply the 
same effective theories of color 
and color harmony to your 
home, office or factory that 
you know whets the desire of 
Possession for knick knacks 
to motor cars? What Beatrice 
West writes about color’s im- 
portance in PRACTICAL 
BUILDER for November in- 
vites more than casual reading. 


“PRACTICAL 
BUILDER” 


KBIS to Start Dec. 1 

KBIS, Bakersfield, Cal., owned 
by Marmot Radio Corp., will be- 
gin broadcasting Dec. 1, as the 
city’s fifth AM station. James Mc- 
Dowell is general manager and 
James Rennie is station and com- 
mercial manager. 


Arch Shawd Leaves WJR 

Arch Shawd, sales manager of 
WIR, Detroit, has resigned in or- 
der to recuperate from a recent 
accident. Worth Kramer, station 
vice-president, will assume Mr. 
Shawd’s duties. 


Penn Fruit Co. to Arndt 

Penn Fruit Co., Philadelphia su- 
permarket chain, has appointed 
John Falkner Arndt & Co., Phila- 
delphia, as its agency. 


Quit Worrying About 
Possible Business 
Crises: Gallmeyer 

CrincinnatTI, Oct. 31—“The peo- 
ple of the U.S. must learn how to 
do business in crises and then quit 
worrying about them,” E. J. Gall- 
meyer, Ft. Wayne, Ind., told the 
convention of the Screen Process 
Printing Assn. here last week. 

“This still is a fat land, even if 
50% of it is inflation,” he declared. 
“Our economy is the envy of the 
world and we must remember that 
it was created through a series of 
crises.” 

Milton Grant, Cleveland, told 
association members that adver- 


tising offers a fast and effective 
way of getting material to the pub- 
lic. Since it is difficult to maintain 
close personal contacts that existed 
formerly, it is more essential to 
rely upon advertising to bridge 
this gap, he said. 


Bir Named Ad Director 
Jerome M. Bir, on the national 
staff of the Dayton Daily News 


and Journal Herald, has been 
named director of national adver- 
tising. He succeeds Roland M. 
Stine, recently named retail ad- 
vertising manager. 


Names Frank C. Smith 

Frank C. Smith, with Street & 
Smith Publications for 25 years, 
has been named space representa- 
tive for Living for Young Home- 
makers in the Detroit territory. 


Lo Selene 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, ILL 


EXTRA 


CI NEWS 


EXTRA 


NEW YORK, N. Y., NOVEMBER 1, 1950 
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Frequency Increase Planned Jan.19th 
TO PROVIDE FASTER NEWS COVERAGE FOR MANAGEMENT MEN 


New York, Nov. 1— McGraw-Hill Publishing Co. announced today that 
its recently acquired CHEmIcAL InNpuUsTRIES will become a weekly news- 
magazine in January, 1951. This increased frequency of the 36-year-old 
publication (a monthly since 1933) gives its audience of chemical busi- 
ness men faster coverage and analysis of process industry news. 


Circulation Shows Gain 

CuemicaL INDUSTRIES, concentrating 
the major power of its circulation on top 
level executives in the field, has already 
shown substantial gains since its pur- 
chase by McGraw-Hill in August. Cir- 
culation effort is being directed to the 
business-minded men who direct the 
affairs of the chemical producing and 
consuming industries. They include ex- 
ecutives in management, finance and 
administration; heads of research, de- 
velopment, sales, marketing, purchas- 
ing and packaging. From the present 
circulation of 10,700, a minimum of 
18,000 is assured by the end of 1951. 
Differs from Chemical Engineering 

Its McGraw-Hill contemporary, 
CHEMICAL ENGINEERING, which has been 
outstandingly successful in serving the 
production-engineering and production- 
management groups, will continue to 
be published monthly and edited as the 
workbook of the Chemical Process In- 
dustries. Conversely, CuemicaL Inpus- 
TRIES is written primarily for manage- 


ment men concerned with interpreting 
the significant industry events and de- 
velopments rather than the detailed 
engineering problems of processing 
methods and operations, 
Offers Increased Service to Advertisers 
With the conversion of CI to a week- 
ly, McGraw-Hill now offers the many 


advertisers selling to the Chemical 
Process Industries more complete cov- 
erage of all important buying functions 
in the field. The future of both publica- 
tions holds great possibilities for con- 
tinued growth, and increasing obliga- 
tions and opportunities for service. 
CHEMICAL INDUSTRIES invites cam- 
paigns of advertisers whose success de- 
pends on gaining acceptance for their 
products and services among the influ- 
ential management leaders in the up- 
surging chemical process industries — 
largest and fastest growing of America’s 
industrial markets. 
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about results: 


OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. And here’s what he said 


“Though my ad fairly screamed af least $20,000, 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS 


These 


No. 3786. Oil Producing Market 

Guide. 

Market data on the domestic 
and export oil producing industry 
is contained in this new 30-page 
book offered by World Oil and 
The Composite Catalog. It gives an 
analysis of sales potentials for 
equipment used in exploration, 
drilling, production and pipeline; 
lists those who drill wells, own 
rigs and oil production, as well as 
those who build pipelines in the 
U. S. Also given are forecasts of 
pumping equipment expenditures, 
along with media data for both 
publications. 


No. 3787. Data File on the Machine 

Design Industry. 

This data file and market in- 
formation, prepared according to 
the NIAA recommended outline, 
is offered by Machine Design. Con- 
taining numerous charts and maps, 
it presents up-to-date market in- 
formation, as well as data on the 
publication’s editorial functions, 
circulation, mechanical specifica- 
tions and advertising rates. 


No. 3788. An Agency’s Role in 
Selling. 

How an advertising agency goes 
to work to help sell a product or 
build a company is illustrated and 
told in this colorful folder “This 
Business of Selling,” issued by 
Olmsted & Foley. A striking public 
relations piece, it offers prospec- 
tive users of agency’s services an 
impressive introduction to the 
many functions performed by ad- 
vertising agencies and the serv- 
ices available to them. 


No. 3790. Study of the Multi-Mil- 
lion Male Market. 

This comprehensive study of the 
buying habits and general charac- 
teristics of the male market is 
offered by The American Legion 
Magazine. The data has been com- 
piled from questionnaires mailed 


Information for Advertisers 


to a random sample of 10,000 read- 
ers distributed in geographic pro- 
portion to the magazine’s circula- 
tion. Information covers brand 
preferences for the following class- 
ifications: automotive, toiletries, 
tobacco, alcoholic beverages, men’s 
wear, hobbies and photography, 
insurance and _ correspondence 
schools, household items, vacation 
and travel habits and general 
characteristics of the buying male. 
It consists of ten loose-leaf folders. 


No. 3791. Media Preference in the 

Buffalo Grocery Trade. 

Results of a mail and personal 
survey of advertising media pref- 
erences among members of the 
grocery trade in the Buffalo area 
are reported in this condensed 
four-page booklet prepared by the 
Buffalo Evening News. It rates the 
use of newspapers vs. radio and 
magazines as advertising media for 
introducing and promoting sales 
of grocery items to the trade and 
to retail customers. 


No. 3792. Radio Coverage of North- 
eastern Michigan. 

Market and media data for its 
two stations WSAM and WLEW is 
contained in this folder issued by 
the Saginaw Broadcasting Co. 
Market information contains sta- 
tistics on the population, number 
of families owning radios, retail 
sales and the number of retail 
stores in the large agricultural 
market served by these stations. 


No. 3793. Market for Home Appli- 
ances. 

Tabulated information based on 
results of a questionnaire mailed 
to 10,000 of its subscribers is con- 
tained in this study of the market 
for home appliances offered by 
Time. It covers the number of 
home appliances owned, brands, 
cost and age of home appliances 
and the various kinds of appliances 
the respondents plan to purchase. 


Note: Inquiries for the items listed above will not be serviced beyond Dec. 18. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—-please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 
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ceding publication date. 
column inch. Regular card discounts, 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 


size and frequency, apply on display. 
deers en 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


ARTIST—basically iayout, figure work 
useful. Contact or studio management 
ability desirable. Generous salary plus 
share in very tangible studio profits; 
top vacation, insurance, etc. situation. 
7 man studio in central Wisconsin thriv- 
ing on good account mixture. Hunting and 
fishing excellent; decent housing situa- 
tion. Give broadest resume possible in- 
cluding military status—-DO NOT SEND 
SAMPLES. No apprentices. Write Art 
Director, Advertising Artists Division, 
Richard H. Brady Company, Stevens 
Point, Wisconsin. 

FREE LANCE WRITERS 
Experienced in business films, television 
spots, sound slidefilms, and other visual 
aids. Chicago producer. Send brief resume 
of what you have done, availability, and 
fees. 

Box 3451, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Public Relations—Good writer. Food mfg. 
exp. Know econ. Pub. speaker....to $8000 
Art Production Ace—Studio Art Dir....Open 
Executive Space Rep—Trade ppr.exp..Open 
2 Agey Copywriters—Nat. Food, Drug exp. 
Mkt. Research—2 yrs. pkg. gds. or indust. 
exp. for agcy. Good statistician....$4000 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson WAbash 2-9400 Chicago 4 
Wanted—Assistant Sales and Advertising 
Manager 
Must be sufficiently experiencea in eth- 
ical pharmaceutical field to know of us; 
F.D.A, and F.T.C. regulations; and eth- 
ical marketing procedures. Copy-writing, 
general advertising experience required. 
Some pharmaceutical sales experience de- 
sirable. In reply please outline what you 
know about our type of marketing meth- 
ods. Sherman Laboratories, Detroit 15, 
Michigan. 

CALIFORNIA OPPORTUNITY 
Small recognized agency, in growing city, 
not far from S. F., seeks all-round man 
capable of creating, producing roughs, 
client contacts and production. Owner 
desires to gradually retire. Will make 
equitable deal with right man (married) 
on salary or participating basis, or com- 
plete ownership eventually, if desired. 
No age limit. Please give complete per- 
sonal and experience background, in con- 
fidence. 

Box 3450, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 

We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 

14 E. Jackson Blvd. Chicago 4, Ill. 


AMBITIOUS YOUNG MAN 

with some writing experience needed to 
assist Creative Chief. Chicago organiza- 
tion. Knowledge of motion pictures, tele- 
vision and visual aids helpful. Must be 
draft exempt. Modest starting salary. 
Send resume. 

Box 3452, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING SALESMAN. Business 
paper catering to field of railroading. 
Chicago and adjacent territory. Good spot 
for ambitious man. 

Box 3458, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Copywriter. Catalogs, etc.............c0000 $6,000 
Industrial Manufacturer 

GEORGE WILLIAMS—PERSONNEL 

209 S State St. HA 17-2063 Chicago 4 


MISCELLANEOUS 
RHYME, INC. 

Rhymes for Any Reason... jingles, coup- 
lets, quatrians, limericks, sonnets... for 
singing commercials, adVERSElling, greet- 
ing cards, invitations, pronunciamentos 
.. Sales or institutional messages. . par- 
odies, original songs. Humorous or not. 
If it has words, we'll rhyme it. 

Box 3447, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLICATION WANTED 
Small business paper that can be pub- 
lished in Mid-West. Please give full par- 
ticulars including operating statement and 
sample copies. 

Box 3454, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVE 


for complete Point-of-Sale 
Advertising Service 


A few territories are open in our nation- 
wide sales setup for men who can sell point- 
of-sale advertising. Our nationally-adver- 
tised display materials—including unique, 
exclusive MYSTIK — will open doors for 
you with advertising buyers of every size. 
You will be backed by a live-wire home of- 
fice organization, powerful sales promotion 
and advertising, and complete facilities for 
creating, producing and distributing printed 
cardboard displays of every kind, pennants, 
window trim, outdoor fiber and cloth ban- 
ners and a complete P.O.P. line. Write in 
full qualifications and lines now carried. 


CHICAGO SHOW PRINTING CO. 
2635 N. Kildare Avenue, Chicago 39 


LAYOUT ARTIST. Chicago only. 2 yrs. 
gen’l exp. College grad. $60. 

Write AL, c/o Maywood Sales Co, 
1142 S. Keeler Ave., Chicago 24 
Widow with ten consecutive years exper- 
ience in all phases of advertising... plan- 
ning board, media director, research di- 
rector, account executive, finance and 

secretarial. 


Have excellent qualifications for general 
agency work. Have no family and can 
locate in any city where opportunity 
might present itself. 
Box 3446, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Artist—1'2 yrs. Amer. Academy, Chgo. 2 
yrs. Royal Academy, Brussels. Exp. 
European publicity. Lettering, spots, bill- 
boards, ideas. Married, vet, 2 children. 
Livable wage to start. 
Box 3448, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Top Adv.-Sales Promotion Man, strongest 
on creative copy. 7 yrs. agcy & mfg. exp. 
all phases. Single, 30, hard worker; will 
relocate. 
Box 3453, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y. 
ADV. & SALES PROMOTION MGR. 
Construction, bldg. materials and product 
background with knowledge of distribu- 
tor-dealer marketing as well as Architect- 
Owner-Contractor relationships and sales 
needs. Early thirties-proven capacity and 
potential. No draft. High four figures with 
incentive remuneration for change to or- 
ganization whose capacity and potential 
can bear same scrutiny as my own. Mgr. 
or Asst. Prefer Mfg. but gastro-intestinal- 
ly sound also. 
Box 3455, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


LAYOUT ARTIST 
and Assistant Art Director 
22 years experience in advertising lay- 
out for magazines, newspapers, broad- 
sides, pamphlets and house organs. Also 
production and art buying. 
HENRY V. SIWICKI 
54 East 72nd St. 
Chicago 19, Ill. 
ATTENTION COPY CHIEFS: 

This young, capable, versatile copy writ- 
er has come along too fast for my staff. 
I can’t pay her what she’s worth, but she 
should be worth plenty to you. She's 
thoroughly versed in the Third Mystery 
(Television), writing commercials for 
four shows a week. Space-wise, she’s 
exceptionally able on the Three F’s—Food, 
Furniture, Fashion. I hate to lose her, 
but I can’t hold her back. Believe me, 
you'll be delighted with her—and if you 
want me to put that in writing, drop a 
ecard to: 

Box 3456, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

WRITING COPY THAT SELLS 
is the thing I do best. Other assets— 
ability to think logically and talk con- 
vincingly on my feet, a successful record 
of advertising department administration, 
first hand knowledge of distribution and 
promotion practice in many different lines 
of consumer merchandise, and for good 
measure, publicity, production, budgeting 
and research experience. B.S. in Journ- 
alism, age 33, $6500. 

Box 3457, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


_ REPRESENTATIVES WANTED 

Est. Plbg. Htg. Wholesaler trade paper 
open competent Pub. rep. Phila., N 
N. E. Comm. Send details. Home Comforts 
Wholesaler, 60 E 42nd St., New York 17. 


Publisher's Representative with advertis- 

ing agency contacts wanted in Chicago, 

San Francisco, Los Angeles, St. Louis, 

Kansas City, Dallas, and Miami for estab- 

lished women’s ready-to-wear trade paper. 
Box 3449, ADVERTISING AGE 

11 E, 47th St., New York 17, N. Y. 


SALES REPRESENTATIVES 
Established motion picture producer wants 
a qualified representative in New York, 
Chicago and San Francisco to sell all 
types of motion pictures to advertising 
agencies and industrial concerns. Liberal 
commission and expense account. Write 
detailed qualifications to 
Box 3429, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FOR 
UNHAPPY ACCOUNT 
MEN ONLY 


Up-and-coming Chicago agency 
has everything to make seasoned 
account executive happy. Compel- 
ling copy and art to simplify your 
selling job. Close cooperation at 
every level. Modern, pleasant of- 
fices. Liberal commission arrange- 
ment on your billing. We'll hold 
your reply in confidence. Refer- 
ences exchanged. 
Box 7739, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Agricultural 
Advertising 
Specialist 


Seeking connection with an adequate Agency 
pe | or manufacturer who wants to 
“take” 

and well 
merchandising 


Top Management. 
Write Box 17745, Advertising Age 


a Rural Market. This man is mature 
known for his ability to sell adver- 
and sales training 


200 E. Mlinois St., Chicago, Ill. 


Advertising Age, November 6, 19! 


| Canadian Marketing 
Research Directory 
Published by ACA 


Toronto, Nov. 1—The Assn. of 
Canadian Advertisers’ research 
committee has produced a new 
directory of Canadian market re. 
search organizations, with infor. 
mation on personnel, experience 
and the type of work performed, 

“Marketing Research in Cap. 
ada,” the new directory, includes 
a special supplement covering the 
operation of the Dominion Buregy 
of Statistics, the services it pep. 
forms, publications it offers and 
data which it will make available 

In addition, the first Canadian 
market research directory contains 
a group of articles on the history 
of research in Canada, requisites 
for sound research, a yardstick of 
standards, etc. 

A limited number of copies are 
available from the Assn. of Cana. 
dian Advertisers, 85 Richmond §¢t, 
West, Toronto. 


Murray Ups Johns, Campbell 


Frank E, Johns has been ap- 
pointed sales manager of national 
distribution, and Charles M. Camp- 
bell has been named contract sales 
manager of the home appliance 
division of the Murray Corp. of 
America. Both joined Murray ear- 
lier this year. Mr. Johns was for- 
merly with Youngstown Kitchens 
and Mr. Campbell with the Prefex 
Corp., Milwaukee. 


Joins Allen & Clenaghen 


Jerry Bielke, formerly with sev- 
eral radio stations in Virginia, has 
been named a copywriter at Allen 
& Clenaghen Advertising, Port- 
land, Ore. 


To Gilman, Nicoll & Ruthman 


Gilman, Nicoll & Ruthman has 
been appointed to represent the 
Times-Herald and News-Chronicle, 
Vallejo, Cal. West-Holliday was 
the previous representative. 


SALES, ADVERTISING, 
MERCHANDISING 
EXECUTIVE AVAILABLE 


Top flight merchandising executive, who 
understands management as well as 
merchandising problems, open for new 
connection with manufacturer or adver- 
tising agency. 25 years experience, with 
3 of the top 10 automotive manufacturers 
in organizing, developing and directing 
Sales, Merchandising, Advertising, Pub- 
lic Relations, Sales Training, etc. on a 
national scale. Actual retail, dealer, 
branch office experience prior to present 
home office position. Developed, organ- 
ized and conducted dealer meetings 
of 50 to 2,000 attendance in all 48 
states. If you need a leader with broad 
experience, initiative, aggressiveness 
and sound judgment I am ready & 
talk business. A-l business and per 
sonal references. Will locate anywheré, 
Confidential negotiation. 
Box 7746, ADVERTISING AGE 
200 E. Illinois St., Chicago, Ill. 


TOP CREATIVE AD MAN 


seeks position with major 

manufacturer or agency 
As Ad Manager, account executive or copy- 
writer. 15 years’ experience in automobiles, 
ppli , other « lines. Excellent 
background in merchandising, sales pro- 
motion, publicity, national and dealer 
cooperative advertising. Thorough know!l- 
edge of all media. Top level copywriter 
with fine creative record. Good organizer 
and public speaker. Married, 35, college. 
Resumé on request. Write Box 7747, 
Advertising Age, 200 E. Illinois St. 
Chicago 11, Ill. 


—_— 


YOUR MAN-FRIDAY 
IN SOUTHERN CALIFORNIA 


An agency, publisher, distributor or manufac- 
turer looking for a Southern California contact 
would do well to get my story. Free-lance ad- 
vertising man with own office, downtown, has 
time for good lasting proposition. Space sales, 
editorial, publicity, promotion, merchandising. 
Quite a record of accomplishment. Executive, 
~~ 431, 257 South Spring, Los Angeles 12, 
‘alif. 


—_ 


? 


Want an “Ace” — 


SURE WE ALL WANT AN “ACE” — 
Here’s an ace in production. Available # 
your production manager. 20 years’ experienct 
in the Graphic Arts, 644 as production manage 


— 


of advertising agency. Married, 38 years 
age. Ready to make final change. Preféf 
Chicagoland. 
Box 7748, ADVERTISING AGE 
200 E. Illinois St. ll, Ml. 
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Advertis'ng Age, November 6, 1950 


Wei~ Tells Life Insurance Admen How 
Ad Jopy Can Be Made to Open Doors 


Says Ads Can Help 
Identify Agents as 
‘Success Counselors’ 


ATLANTIC City, Nov. 1—Life in- 
surance advertising would be more 
effective and “could create an 
open-door policy for agents by| 
presenting them... as counselors | 
whose service can “really help the 
average person achieve success 
and standing in his community,” 
according to Walter Weir, presi- | 
dent of the New York agency bear- | 
ing his name. 

Speaking at the annual meeting | 
of the Life Insurance Advertisers 
Assn. here last week, Mr. Weir | 
implied that most life insurance | 
advertising now running is not do- 
ing the job it should. 

He said: “I do not believe and 
never have believed that advertis- 
ing can sell life insurance. I be- 
lieve it can build a certain amount 
of acceptance for the company— 
and that has been one of its prime 
uses. But I also believe that is no 
longer necessary. 


s “I have found few people who 
do not accept practically all life 
insurance companies as soundly 
run institutions,” he continued. “I 
still find, however, as suspicious 
an attitude on the part of the pub- 
lic towards life insurance agents as 
I find on the part of advertisers 
toward advertising agents. 

“It is quite true that life in- 
surance agents have not as yet 
been labeled ‘hucksters.’ But I am 
fairly well satisfied that that is 
only because the life insurance 
industry has not yet produced a 
Fred Wakeman. When it does, the 
resulting book will probably be 
titled: ‘Life and Death with 
Father.’ 

“Life insurance agents—through 
whem alone life insurance can be 
sold, since every policy must more 
or less be custom-built—are about 
as welcome in the average home as 
a magazine salesman, working his 
way through college, or a can- 
vasser collecting funds for the 
local community chest or the fire 
house. And in a business office— 
well, even space salesmen get a 
better reception.” 


s A good many companies, Mr. 
Weir continued, have recognized 
the “reluctance” of the average 


What Won’t 
They Give 


For Christmas | 


' 


® Do people give 2x4s, roofing, 
insulation, wallboard and the 
like for Christmas? BUILDING 
SUPPLY NEWS’ building ma- 
terial dealers, who use news- 
Paper and related advertising 
to stimulate practical gift buy- 
ing, may give you an idea. See 
Pages 52-53 for November. 


November ———— —— me 


| person to see a life 


BUILDING 
SUPPLY 


insurance 
agent. They also “have resorted 
to advertising that attempts to in- 
vest the agent with all the humani- 
tarian qualities of a delegate to 
the UN—Malik and Vishinsky ex- 
cluded. 

“This kind of advertising would 
have you believe that, because of 
the existence of the life insurance 
|agent, widowhood has become 
something the average woman can 
look forward to with anticipation 
and even with glee. 

“In these ads, agents—and their 
w'ves—read letters from recently 
bereft women who confess it was 
practically a pleasure to lose their 
husbands because of the insurance 
the agent sold the old man while 
he was still hale and hearty 
enough to sign a check...I do 
not believe these maudlin and 
over-sentimentalized versions of 
what actually occurs convince any- 
body.” 


a Mr. Weir argued that the type 
of advertising which is intended 
to open doors more easily for 
agents would be more convincing 
if it told the truth—“Which is 
that the average person doesn’t 
want to see a life insurance agent 
any more than he wants to see 
March 15 roll around. But because 
of the persistence of these bell- 
ringers, millions of families—and 
the country itself—has consider- 
ably more security and a better 
future than might otherwise be the 
case.” 

Mr. Weir said that insurance ad 
copy could open docrs to agents 
through presenting them as coun- 
selors whose service can help the 
average person achieve success. “I 
jo not know the extent of current 
life insurance loans, but I do know 
instance after instance of people 
who would not today own their 
own homes or be in their own bus- 
‘nesses if they had not had the 
cash value in their life insurance 
to call on when the opportunity 
presented itself to buy a home or 
to start a business.” 


w These are the people, he con- 
tinued, who are most enthusiastic 
about life insurance, since they 
have received “here-and-now” 
benefits from their policies. 

“I believe that companies could 
sell life insurance for what it can 
very readily be—a reliable method 
for achieving success in life, which 
every man can more assuredly 
plan for if he includes the con- 
sistent purchase of life insurance 
in his program. On this basis, too, 
the life insurance agent becomes 
a guide and counselor. He becomes 
someone who has it within his 
power to perform more than just 
a sentimental service. He becomes 
someone who is indispensible to 


the planning of a_ successful 
career... 

“There are few people in this 
country to whom  success—and 


social pres‘ige based on suczess— 
is not of paramount interest. I 
think that, to date, life insurance 
advertising has overlooked this 
powerful appeal. I think that, by 
recognizing it and using it, life in- 
surance advertising can be made 
more effective than it is—by ac- 
complishing its prime _ purpose, 
which should be: to open more 
doors for agents.” 


w The Life Insurance Advertisers 
Assn. also heard a plea to “choke 
off” some of the “free enterprise” 
speeches of recent years. R. A. Mc- 
Eachern, editor and publisher of 
the Financial Post, Toronto, called 


on business men to make a more} 
realistic appraisal of the facts in| 


the economic situation and then 


| pass them on to the public in an 


understandable manner. 

“Some of its would-be de- 
fenders,” he declared, “make free 
enterprise sound like ,something 
nobody in his senses would want. 
Let’s make it very clear that what 
we want to keep is not the business 
system of 1900, but the business 
system of today, and that we want 
to make it better serve the needs 
of tomorrow. 


“In both of our countries,” he) 


asserted, “individual freedom and 
the progress system are menaced 
much less by people who are op- 
posed and want to destroy our 
liberty than they are by people who 
are ignorant, confused, apathetic.” 


a C. R. Russell Noyes, advertis- 
ing manager of the Phoenix Mu- 
tual Life Insurance Co., reported 
results of a mail survey of 300 
field underwriters representing 
companies of all sizes. Replies were 
received from 200 respondents. 
Asked what types of advertising 
produced by their companies are 
most effective for the agent, 43% 
said direct mail; 35% said prestige 
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building material; 29%, newspaper | panels of advertising and promo- 


advertising; 26%, national maga- 
zine advertising; 22%, wall calen- 
dars, and 18% said sales literature 
(many respondents mentioned two 
or more). 

Asked what one type of ad- 
vertising not now used by their 
companies would prove most valu- 
able to the underwriter, agents of 
large companies named local news- 
paper ads, radio programs and wall 
calendars. Agents of medium-size 
companies listed magazine ads, 
local newspaper copy and radio 
shows. Agents of small companies 
called for direct mail, radio shows 
and local newspaper ads, in that 
order. 


ws In general, the respondents in- 
dicated overwhelming approval of 
their companies’ advertising pro- 
grams; they feel that they are kept 
informed of ad material available 
and they think that they are given 
a proper explanation of how to use 
it effectively. 

A highlight of the convention 
program was an exhibit of 357 


tional material, the largest exhibit 
display in the history of the or- 
ganization. Certificates of excel- 
lence were awarded to 106 of the 
exhibits by a panel of 18 judges. 


Directs Majestic Publicity 
Muriel B. Goldfarb, formerly 
with Publicity Unlimited, has 
been named publicity director of 
Majestic Specialties Inc., sports 
wear manufacturer, New York. 


SOUNDS LIKE MAGIC} WORKS LIKE MAGIC 


YOU could set type for an ad like this right ot your own 
desk. It’s no trick at all with FOTOTYPE . the streamlined 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes loyout preporation easier, 
faster. Wide selection of type faces Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 
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F.O.8. NEW YORK, NET 30 DAYS 
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If it’s sold to 
hardware men... 


will sell more of it 
faster and at 
less cost! 


by the publishers 
of Jobber Topics 
and Super Service 
Station magazines 


ities th» 


CLEVELAND 
856 Leader Bldg. — 
PRospect 1-7946 


NEW YORK 
122 €. 42nd St 


582 Market St. 


GArfield 1-248) 


Yes, H&H will sell more of your 
products to hardware men... 
faster and more economically 
+++ than any other national 
hardware publication! 


H&H's 40,000 readers include 

all the buyers who count in the 
hardware trade . . . 31,000 rated 
retailers ... every buyer in every 
full-line wholesale house .. . plus 
buyers for all retail hardware 
chains, major department stores 
and group buying syndicates! 


H&H's big, newspaper-size pages 
insure that your ad is seen and 
read by the men you want to sell 
+++ every ad gets premium posi- 
tion next to live news... and 

at the lowest cost per reader 

of any hardware paper! 


For more ... and faster... sales 
results from hardware men, tell 
your sales story now in H&H! 


1127 Wilshire Blvd. 
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The Creative Mans Corner 


The Corner has never shared the opinion that “The 
Penalty of Leadership” is a “great ad.” Considered in rela- 
tion to the time in which it appeared—a period in which 
huge mansions, foreign titles and other manifestations of 
wealth or position were looked up to—it might have been 
timely. Certainly it contains no great writing, and few even 
of those who admire it can quote more than its headline. 

Here, however, is another Cadillac ad—as uninspired in 
its writing, as pedestrian in its choice of phrases, as most 
Cadillac ads—which, however, might (in The Corner’s opin- 
ion) very well rank with “The Penalty of Leadership” as 
a “great ad.” For this ad, too, is unusually timely. At a period 
in our history when we are devoted to proving that the 
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YOUR CADILLAC DEALER 
SALESROOMS OPEN SAMO PM EXCEPT SUNDAY 


American idea means hope for the so-called common man, 
this message comes along to prove it. 

If, as the ad states, almost half the people in this country 
would drive a Cadillac if they could afford one, then that 
means that Americans can still want and work for the 
luxuries that today are confined, in many parts of the world, 
not necessarily to the wealthy but to the powerful. As a 
result, this ad places a product normally a luxury in the 
category of being something the “common people” can aspire 
to. 

The Corner considers unfortunate the expression that al- 
most half the motor car owners in the U. S. would choose 
a Cadillac, if they had their “unrestricted choice.” Actually, 
choice in this democracy is not restricted. One could choose 
and even purchase a Cadillac, if he wished to, on time pay- 
ments. His ability to pay the entire price is another thing. 

Regardless, The Corner feels Cadillac has produced an 
advertisement here that carries a message far more im- 
portant and significant than even Cadillac may have sus- 
pected. It should also prove enormously effective in selling 
more Cadillacs—not only today, but for many tomorrows to 
come. 


Manney Joins MacManus 


Legge to J. M. Kesslinger 


Russell F. Manney has joined| Walter G. Legge Co., New York, 


MacManus, John & Adams, Detroit.| manufacturer of anti-slip floof 
He has been assigned the Briggs| polishing and cleaning material§, 
Mfg. Co. Beautyware division ac-| has appointed J. M. Kesslinger & 
count. Associates, Newark, as its agency. 
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Soil Co 


For Latest Authentic Information 
Write IOWA FARM & HOME REGISTER 
Des Moines 4, lowa 
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New YorK, Nov. 2—Results of 
a retail grocer survey made in 
Grand Rapids, Mich., by Progres- 
sive Grocer last summer were re- 
jeased here this week. 

Covering 59% of the retail mar- 
ket in the Grand Rapids area, the 
survey was primarily concerned 
with display material sent to the 
dealer by manufacturers and ad- 
yertisers, although points are made 
with regard to pricing, brand con- 
sciousness, and advertising—trade 
and otherwise. 

Display materials were used by 
only 30% of the grocers receiving 
them, according to the survey. 


s Among the reasons given for 
discarding the other 70% were: 

1. More displays on hand than 
can be used. 

2. Display not appropriate to a 
particular store. 

3. Lack of stock with which to 
back up the display. 

4. Display doesn’t jibe with 
store’s promotion plans. 

5. Display is difficult to use. 

6. Unwieldy display interferes 
with movement of merchandise. 

7. Display doesn’t do a good sell- 
ing job. 

Cards with easel backs are the | 
most frequently used displays | 
(94%), while recipe and coupon | 
cards were at the bottom of the 
list with only 27% of the grocers 


making use of them. 

Questioned as to their prefer- | 
ence for one display over another, | 
dealers cited, most frequently, the 
following reasons for use (not in 
order): Variety, space for print-' 
ing, “buy now” angle, brand iden- 
tification, product uses suggested, 
display has dealer-made look, 
gives reason for buying, has gad- 
get to attach it. 

Among the more important rea- 
sons for using particular displays 
were that they had directions and 
suggestions for use and display. 


| 


s Dealers prefer display cards of 
stiff material no larger than 12 x 
14” and want their shelf strips— | 
which have good approval—to be | 
no more than 2” deep, generally. | 

The survey discovered “very lit- | 
tle difference in prices between | 
local chains, national chains and | 
independent stores,” and therefore 
comes to the conclusion that “mer- | 
chandising and personality,” not | 
price, are the most important | 
factors in sales, which gives the 
independent a good chance in 


Now the 
Heat’s On 
at the 
Floor Level 


@ It’s goodbye to cold feet in 
the small home of tomorrow 
where floor-delivery warm air 
heating has many advantages 
—with or without basements. 
Here’s a development any who 
plan to build or buy a home of 
their own should know about. 
See PRACTICAL BUILDER 
for November. 


November 
issue 


“PRACTICAL 
BUILDER” 


Only 30% of Grand Rapids Grocers Use 
Manufacturers’ Displays, Survey Shows 


competition with chains. 
Forty-four per cent of the deal- 
ers plan their displays one week 
ahead, except for special promo- 
tions, where the average grocer 
plans three to six weeks ahead. 
Brand names are an important 
factor in merchandising, indica- 
ted by the fact that only 3.5% of 
the independents used local brands. 
The A&P and Kroger chains, how- 
ever, displayed their own brands, 
25% and 21%, respectively. 
Progressive Grocer put in a 
strong plug for trade paper ad- 
vertising, pointing out that in the 
survey dealers frequently thought 


of certain advertisers as having 
larger budgets than others, even 
when budgets were actually $250,- 
000 below competitors’. The maga- 
zine attributes the paradoxical im- 
pact to the fact that the smaller 
budget advertisers frequently car- 
ried heavy trade paper schedules. 
A detailed report on the survey 
will be available in about two 
weeks. 


Prints Florida Magazine 

The first issue of Floriland, 
a monthly edited and published by 
Bert Livingston, former editor of 
Florida Grower, has just appeared. 
It is designed to serve Florida 
homes and gardens, with specific 
regard to the differences in climate 
and horticulture of the state. The 
address is P.O. Box 2350, Tampa. | 


Opens Western Area Office 
Air Force Assn., Washington, 
publisher of Air Force, has opened 
a new western area office at 3974 
Wilshire Blvd., Los Angeles. David 
Shawe, formerly assistant to the 
publisher and vice-president of 
American Aviation Associates, has 
been named general manager of 
the office. The new Washington 
address of the association is 1424 
St., N. W. 
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Despres Elected Coty V. P. 

Jean Despres, general sales man- 
ager of Coty Inc., has been elected 
executive vice-president of the 
company. He has been with Coty 
for 30 years. 


Milici Joins ‘Family Circle’ 

Charles F. Milici, formerly on 
the staff of WMGM, has joined 
the New York sales staff of Fam- 
ily Circle. 


@ 43,000 BUY IT... 


@ 133,000 READ IT... 
@ 87% INFLUENCE PURCHASES... 


YOU CAN'T COVER 
me CHURCH MARKET 


— WITHOUT 


434A SO. WABASH + CHICAGO 5, ILL. 


A Brand New Name 


For a magazine that goes into the homes of more than 


1,000,000 (A. B.C.) young American families 


Effective January, 1951 


Foreign Service, Official publication 
of the Veterans of Foreign Wars, 
will be known as the 


10 East 43rd Street, New York 17, N.Y. 


LOS ANGELES OFFICE 
Ren Averill 

Phone Vandike 1770 

Office of Publication Broadway at 34th Street Kansas City, Mo. 
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CHICAGO OFFICE 


The only magazine that tells more than 1,000,000 subscribers 
the things they want to know about their own problems as 
veterans—and their own organization. Every issue is packed 

with features they can't find in any newsstand periodical. 


Advertising Office - . 
DAN 6B. JESSE, Jr., & ASSOCIATES, Inc.—Advertising Directors 
Phone MUrray Hill 2-4845 

SAN FRANCISCO OFFICE 


Raymond J. Ryan Lester Berryman 
35 East Wacker Drive 1085 Monadnock Bidg. 
1, i. 681 Market St. 
Phone Andover 3-2240 San Francisco, Calif. 


Lea Oi i oe Fy BS. cron ine Tans 


Mr. Vo FLW, Family eee 
heart of the V.F.W. 


Magazine’s $5,000,000 
market. 
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i i 315,024 TV sets are in operation in| ““"“=="=——-~= = — — 

Petry Finds Out What Kinds of TV Data Cleveland and surrounding ateas,| jar nay Row bent» meee oS peta CNTo ae 

. . 7 with a recor 5 receivers | Equal All its 50-Year Ad Investment , fe Wate bp ts Ons « 
Time Buyers Would Like from Stations gold in northeastern Ohio in Sep-| =2=2 === — 

: tember. Sets in private homes 

New YOorK, Nov. 1—Edward | the commercial handling for the number 301,442; those in public Fed. 
Petry & Co., radio-TV station rep-| stations they represent. Facts on 

y =| . ; , places number 13,582, the bureau 
resentative, which recently can-/| title card sizes, film projection fa-| reported. In nearly every instance, WAst 
vassed leading agency buyers to) cilities, availability and abilities} TV set owners also own one or sales v 
see what sort of data they find | of live talent are seldom available | more radios. cS eeieeres ded ( 
most useful in buying radio time|except on special investigation whet 
(AA, Sept. 25), has made a similar | basis. There are some general facts| NJAA Sets 1951 Conference warm 
survey to determine their televi-| along these lines which would be Fay Keyler, president of O. S. shopper 
sion needs. helpful if the rep could give them | Tyson & Co., New York, has been or whet 

Among the suggestions ad-/| quickly. named executive chairman of the controls 
vanced by time buyers: finance committee and a member sales W 

“Station management  should| # Other comments: of the plans board of the 1951 Solla 
cultivate management people in 1. “Tell us more about the local | conference to be held in New York $% abe 
food, drug, automotive distribution | personalities who handle and em-| "ext June by the National Indus- 

» eee : : trial - Advertisers Assn. General respon 
and retailing. A few key people|cee the various available pro- chairman of the conference is 13% b 
would give them pulse of market | grams—more talent data.” ” : 

ee Robert D. Towne, vice-president it was 
in reaction to products and help| 2. “Let’s have more documented | of w. L. Towne Advertising. 
advertisers tailor a program for| success stories.” 
their specific problem in their mar-| 3. “Standarized rate cards and 
ket. Newspapers are beating radio| contract forms.” Heico Appoints Forker 
going and coming in many markets| 4. “More info on people in mar-| _ Forker Aaveetinns Saswies, 
in savvy of various product prob-|ket—buying habits—distribution a ae pry 8 die the ~ - &. isin ~ 
lems. Also, should know relative | problems, etc., on various product sales go 
‘ , o Ingraham research division of Hei- 
importance of chains versus in-| types (food, drug and other). co Inc., Stroudsburg, chemical and 
dependents, etc., in all product This Petry project was carried | X-ray equipment manufacturer. 
fields. Sometimes the medium| out under the direction of R. L. 
takes rap for poor distribution.| Hutton Jr., promotion manager of Packard-Bell Names Oliver 
disi televisi ivision. 
a. pa more merchandising | the television division Packard-Bell Co., Los Angses, 
, ‘ radio and television set manufac- 
Another agencyman stated: Tv Reports 315,024 TV Sets turer, has promoted George Oliver 
It seems to me that many T According to the business re-| from sales promotion manager to amie, STEINWAY 
station reps (not  necessarily| search bureau of Western Reserve| director of advertising and sales patel amppete yy oly: 
Petry men) fail to think through | University, Cleveland, a total of! promotion. Sonesae oes Lachine ia Indiapae of Wiking’ 
Sto es Oncan ’ . Buy now. --while the finest the pre 
Pes bog $1.85 FOR fectery Ssrssgec| of all musical instruments 1950. 
For trained musician or beginner, the Hammond Organ Seka? is yet available Credi 
offers true musical satisfaction. cited a: 
Pre Solan e 4 ~ : 
== Wilking ==:~ | =* Wilking ~=") J yet tne: 
music compan music compan indicati 
120 N. Pemeyivenio i 120.N Ponmuyivame SP vee, J — Me 
= epartn 
EDITORIAL AD—One of the unusual full-page ads which Wilking Music Co. uses in mercha 
the Indianapolis Star each Sunday. The company pays for the full page, uses about nationa 
half for conventional advertising, the remainder for news and comment on music. to all ce 
The lead story on this page is a digest of the Steinway story which appeared in the 
July 24 issue of Advertising Age. s The | 
ported ; 
; 7 stories and news items dealing § with la 
Editorial and Ads with musical news, events and | Seaboai 
s history. Recently, for example, | the Sov 
Mix Successfully the page featured a full-scale re- Losse 
; shez print of a story about Steinway } souther 
os : ir Wineing Cop Y — piano advertising which originally J ang K: 
aii NDIANAPOLIS, Nov. 1—Fran -| appeared in the July 24 issue of 
ate... WHEN YOU THINK OF — Wilking, president of Wilking Mu-| Apvertisiva Ack. ane 
Pere" gy agaeee sic Co., believes that it is his busi-| «]_ is my purpose to bring be- | gains of 
4. ' ’ ness to increase interest in, and/ fore the public matters of interest 
LOf4 -THINK OF FLORIDA'S knowledge of music, as well as to prea music,” Mr. Wilking 7". 
: era sell specific musical items. says. “We have had unusual suc- | of hea 
THREE BIG MORNING DAILIES! He accomplishes both ends with | cess with this promotion, and we | the dep 
an unusual editorial-advertising| have copyrighted each page fol- 
, page which appears each Sunday) jowing all manner of setups on 
in the Indianapolis Star, always) ads and all manner of editorial | Feder! 
on Page 5. Mr. Wilking buys and| material. aad 
¥ Every year, more and more families who first came pays for a full-page ad, but he) «we are fortunate in having an ee 
to Florida as vacationists, build new homes in The aon _ — — the ~ edge outstanding columnist as the writer Bostor 
Sunshine State. Since 1940, a total of 370,633 new pn grey om = oe Sy aot th set In| of this editorial material, as we goring 
dwelli les foun hen d in Florid wo or three sizes so that the page | qo not want the editorial material ps 
welling units have been constructed in Florida. Today, looks like any other page carryin “or ; New Yo 
, : ; y other pag TYNE | to smell of advertising. Occasion- thee 
one out of every threé Florida homes is a new one. So fractional advertising. ally, a line or two may be insert Duttal 
when you think of a new home, think of Florida. The remainder of the page is| that the ‘piano came from Wilking | %e™ 
y i devoted to editorial material—/| oy that we are identified with some Syracu 
And think what all of these new homes and families straight editorial material, not ad-| j9¢a)_ movement reported in the | Philadel 
mean in sales opportunities. Then remember that of vertising copy that merely looks paper, but that is all.” © cer 
the 961,084 dwelling units in Florida, 75 percent are like editorial. Akron 
located in the areas served by Florida’s three big Page Joins Rominger Clevel 
morning dailies. You reach the bulk of Florida’s ao Se ae =e _ Wilburn L. Page, formerly in — 
population and Florida’s buying power — at lowest Gated to ten pa tag “ page bile public relations and organization} Erie .. 
cost — when you use the pages of The Miami Herald iki Tacic Com ptade,| Work, has joined Rominger Ad- opt 
A , ‘ rite a by the Wilking Music Co.” Under) vertising Agency, Dallas, as an ac- | Bichmon 
the Tampa Tribune, and the Florida Times-Union in this notation appears a variety of | count executive. Washir 
Jacksonville. You get family coverage in Florida’s — 
three major markets and their rich trade areas where Birmin 
nearl 'y 80 percent of Florida’s effective buying income rv ml 
es G.R.GRUBB & CO - 
G & Nashvi 
e Chi 
@ TO SELL IT TO AMERICA * : : : ae Chica 
Tet it IM FLORIDA CHAMPAIGN, ILLINOIS Det 
ti ne ‘ x wat 
‘TELEPHONE 5209 M: Lou 
e 
Louisv 
° TIMES - UNIO Sesto | a= 
FLORIDA TIME NITION | COMBINED to eive vou ° ams ‘Sis 
Jacksonville - nations! Representatives Reynelds-Fitzgerald, ys Mi 
“| BETTER SERVICE AND FINER - ENGRAVERS : St. Pa 
e é ulut. 
—Aft Prices Kan ‘ 
ENGRAVINGS—At the Right *, PHOTOGRAPHERS .” | Denve 
WRITE OR CALL THE NEAREST PLANT es scien ee? Wichit 
Rational Representatives - Sawyer-Ferguson-Walker Co. St. Jo: 
. Oklahc 
MIAMI HERAL D (geQNi Wace \shiceee Daa 
as D 
‘ ! . ° Dallas 
: WSOGORIA, 14418615 oa 
National Representatives -Story, Brooks & Finley, lnc., A. S. Grant, Atlanta edie ' ee aed -¥ 
TELEPHONE 4-7197 
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aT) ’ sprinkle it into warm, not hot,; Gyrodyne Appoints Vanguard 
7 € Be R ps Fleischmann s Dry water and stir until it dissolves. Gyrodyne = of 5 tee ey New 
meal . Yeast Introduced J. Walter Thompson Co. is the | York, manufacturer of Converta- 
= agency. | plane, a new type of airplane com- 
—— 3 « | — oe 
3 New York, Oct. 31—Fleisch- bining the features of the heli- 
s Fedral Reserve Figures on Department Store Sales | in’; New Improved Active Dry Offers Plastic Shaker Set | copter and the monoplane, has ap- 
<5 Yeast, a product of Standard ; , | BomMte anguard Advertising v0 
“ss WASHINGTON, Oct. 30—Retail| Oakland ......cmmn 6 18 —2 . . > A flexible plastic salt and pep-| develop an advertising program. 
== | wales were down during the week) $arrarcisee - § 13 -4) Brands, is being pushed this fall) per “squeeze set” is being offered |The company is a new advertiser. 
=F coded Oct. 21. Salt Lake City 6 16 —1| Via fractional-page ads in Cap-|}by piamond Crystal Salt division| Plans call for business paper and 
= Whether it was the unseasonably|__S###le -------- 7 2 9/| per’s Farmer, Country Gentleman, | of General Foods Co., New York,| direct mail advertising to be fol- 
== weelhas which persuaded | t—Revised. Family Circle, Farm Journal, Grit,| as its latest 25¢ premium. Aside | lowed later by consumer advertis- 
Fe i rs to postpone fall buying, Holland’s, Household, Pathfinder, - age point of gee mad ing. 
ie Ronee ; we 4 Successful Farming and Woman’s| the premium is being promoted in 
25 or whether the imposition of credit Two Join Geyer Agency Day on _— approximately 85 newspapers, six! Names Doering Ad Chief 
== controls reduced the buying urge,| Kenneth W. Kear, former man- . trade publications, one-third page : 
=8 | ales were off. ager of Active Television Film Co.,| _ 4!so on the schedule are 29 sec-| +5 color ads in Woman’s Day a etn ee —_ 
= Dollar volume for the week was| and Paul Martin, previously with | tional farm magazines, Western) ang Family Circle, “When a Girl ei aneeed edvestisina aiid 
=> 13% above sales during the cor-| Dancer-Fitzgerald-Sample, have Newspaper Union and 65 women’s) Marries,” NBC radio show, and| of Con ratulations, baby” ages ins 
: nding week of last year, but | joined Geyer, Newell & Ganger, participation radio programs. The| “Morning Matinee,” a_ thrice-| published in New York. Mr ye 
im — bel . the 1948 level ’ And New York, the former as TV film| newspaper ads will vary from 200 | weekly hour telecast in Cincinnati, ing replaces Robert Slade, who has 
13% below the ves. and copy editor and the latter as|tg 450 lines. The campaign,| Dayton and Columbus. Benton & : “ 
9% below that of ; paign, been recalled to active duty by the 
it was about 9% ow tha TV art director. launched earlier this month, will | Bowles, New York, carries the ac-| yayy. j 
carry through December. count. 
SALES INDEX Joseph T. Orchard, formerly as-| tailor-made for consumer use, | 2allman Jo weurer When you Remember 
5 Bagg tapepthen-- crea sistant general manager of the| faster dissolving and faster rising., William S. Dallman, formerly| need WM. F RUPERT 
PN m | Sofskin Co., a subsidiary of the| 1+ is packaged in flexible, air-| im the merchandising and specialty e 7 if “ 
Week to Oct. 231. s0*csee I Vick Chemical Co., has joined the| tint, moisture-proof metal foil | S2!¢s department of WLW, Cin- RECENT pon - - ATIONAL 
. 4i, Pp marketing and merchandising de- kk d i id to h cinnati, has been named radio and EXCLUSIVELY 
Week to Oct. 22, ’49*..295 partment of Batten, Barton, Dur-| Packages and is said to have 4 | television time buyer for Mueller- | BIRTH for the past 55 years. 
Week to Oct. 14, °50*..322 stine & Osborn, New York. He| Shelf life of five to six months or Liebing-Parkins Inc., Cincinnati 90 Fifth Ave., New York 11 
Week to Oct. 15, '49* 290 will specialize in drug accounts. | longer, if refrigerated. Consumers | agency. LISTS OR 5-3523 
Month of Sept., ’50*..p331 F 
Month of Sept., ’49*....300 | 
= pPreliminary. : 
*Not adjusted seasonally. ; 
t the previous week, ended Oct. 14, he Zs no S Uch 
: 1950. 
Credit controls frequently were ope 
ee cited as the villain. However, as + 
-" yet there is little concrete evidence 
indicating that big ticket appliance * 
sales actually were off. Further, 
-* department stores are light on such ‘ 
3 le merchandise in comparison to the 
bout national ratio of appliance sales 
usic. | to all consumer goods. From the crown of her sombrero to her 
j the . ’ 7 
s The Federal Reserve Board re- dainty snowshoes she’s eiierent—to put 
aling ported gains in sales, as compared it mildly—but who in his most impetuous 
a with last year, along the Eastern i ‘ _ 
and | Seaboard, in the Midwest and in middle age would exchange this feminine 
ns the Southwest. ; Rand McNally for the comfortable 
Losses were confined to the os 8 . eas 
away | southern districts, the St. Louis creatures who flourish in various localities 
nally | and Kansas City districts, and throughout our broad land? 
1e of | West Coast cities. 
Although four cities recorded : 
; be- | gains of 25% or more, San Antonio Actually om reader is a wea 
a led the field with an astonishing reader . . . interested most in 
ing | 59% increase—primarily a result that 
suc- | of heavy promotional selling by \ 2 3 persons, places and events 
‘= the department stores in that city. % are closest to her (or him). 
ol- ° 
s on ° Ss Why not talk her local language? 
, Federal R t f Oct. . ei . 
orial | pistrict and City Aug: Sept. 31 Why not advertise in her favorite 
UNITED STATES ........ i a ‘ 
g an | Boston District ............ a home town magazine? 
Ta Gena = ee ie 
; we Springfield -1 3 3 
erial Providence 1 12 —1 
Crial | New York District. Sit ve The extra effort of 
orted 0 5 6 
king’ ee LOCAL EDITING pays off! 
some ae Toe = 
Phil hia District .... eo Ve 
the eects oy aanundhen zm ...for the reader ...for the advertiser 
— District ........ : rod 4 Readers get what they want in the Greater readership means greater 
Cincinnati ...... 6 14 0 Locally-Edited Magazines... we've advertising value . . . you've got 
y in Columbus oe i 12 =10 got readership figures to prove it! success stories to prove it! 
ation} Erie... 5 21 27 aoe: SS: Sot Can 
Ad- Pittsburgh 4‘ ww: @& ; e 
1 ac- Richmond District . 3 1 —3 a: 
Washington 2... 2 11 —4 * 
BRIGG FE oicsccevcccercceseseee 1 5 -—3 e 
Atlanta District .............. 7 2 2 bd 
Birmingham 2.0.0.0 5 15 9 ~ 
Miami .............. 10 19 —17 
Atlanta 2.2.0... 10 15° 3 ° 
New Orleans ama a 1 set of ATLANTA JOURNAL 
eee beck Re anticten COLUMBIA STATE 
CABO .......... 3 3-3 COLUMBUS DISPATCH . 
———— : af NOUSTON CHRONIC 
WAURE .........0ecceeseeee INDIANAPOLIS STAR e 
St. Louis District ............ 4 10 —5 >. LOUISVILLE COURIER-JOURNAL 
Little Rock 5 12 —16 ~ 
Louisville H 14 16 ¢ THE NASHVILLE TENNESSEAN 
*e Memphis a e NEWARK NEWS . 
EE Se ae * — ene ae 
i  } {Sean 8 11 2 Twelve weekly newspaper magazines featuring The Local SALT LAKE CITY DE 
e aap nara 3 ll 20 6 Touch for highest reader interest, greater advertising value. SAN ANTONIO EXPRESS 
sas City District .... 7 we , 
o wed ) ir : | ae o TOTAL CIRCULATION: OVER 2,750,000 COPIES WEEKLY $T. LOUIS GLOBE-DEMOCRAT 
gt y i rr 10 e Contact any of the following sng ag re ee Sa e 
klahoma City. and Weodward, Jann & Kelley, ., Kelly- 0.» =a 
St pnediansl 4 4 o 4 O'Mara & Ormsbee, ‘Osborn, Scolaro, Meeker & Scott. 8 say) . " 
7 
. 
6 e 
es .* - 
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TruVal Names New Agency. 
Names Lanning Ad Manager 


TruVal Manufacturers has ap- 

inted Hirshon-Garfield, New} 

ork, to handle future advertising, 
and has appointed Nathan S. Lan- 
ning, formerly sales promotion 
manager for Young’s Hats, as ad- 
vertising manager. McCann-Erick- 
son was the previous agency. 

An expanded promotion is plan- 
ned, using national magazines, 
newspapers, radio and possibly TV. 


RETAIL DEALER ADS 
Yours or Your Competitors 


From newspaper: 
a 


Wine ter booklet 
165 Church St., N. v.7 
BA 7-5371 


| ity to secure enough first quality 


New Zealand Gets ‘Digest | 

Beginning with the January, 
1951, issue, advertising will be ac- 
cepted in a separate Reader’s Di- 


| gest edition for New Zealand. Pre- | 
viously, 


New Zealand received | 
|copies from Canada. During the 
first three months of 1951 the 
guarantee will be 40,000. This fig-. 
ure will go to 60,000 in April. From 
January through March the b&w 
page rate will be $85; in April, 
$125. 


Phonevision Test Delayed 
Zenith Radio Corp., Chicago, has 
postponed its Phonevision test to 
Dec. 1. Originally scheduled to 
start Oct. 1, and then delayed until 
Nov. 1, the postponement again 
has been caused by Zenith’s inabil- 


feature pictures to give the tesi a 
fair 90-day trial. President E. F. 
McDonald Jr. has asked the FCC 
to authorize continuance of the 
test through February. 


Don Jordan Joins K&E 

Don E. Jordan, formerly with 
Grant Advertising, has joined the 
copy department of Kenyon & Eck- 
hardt, New York. 


IT’S EASY, 
WHEN YOU 


KNOW HOw! 


- - AND HERE'S 
THE PROOF! 


SHREVEPORT SHARE OF AUDIENCE—TOTAL RATED PERIODS— DEC. '29-APR. 'SO 


O% 10% 


20% 


30% 4O% 


KWKH 
7 


mame 


NET 


You month after month, year after year, KWKH leads all 
Shreveport stations in Share-of-Audience Hooperatings. The 
chart above shows KWKH’s superiority for Total Rated Time 
Periods for the latest five-month period. KWKH also got the 


highest Hoopers Morning, Afternoon and Evening, too! 


_ KWKH’s tremendous popularity is just as outstanding in the 
rich oil, timber and agricultural areas around Shreveport. The 
1949 BMB Study credits KWKH with a Daytime Audience 
of 303,230 families in 87 Louisiana, Arkansas and Texas 
counties. 227,701 of these families are “average daily listen- 


ers” to KWKH! 


Let KWKH’s Know-How go to work for you here in our 
booming tri-state market. Write for all the facts, today! 


KW 


The = > Colbaar, — 


E85 


Henry Clay, General Manager 


HAPPY BIRTHDAY—At the tenth anniversary dinner of Industrial Surveys Co., 
Chicago, are (seated, left to right) Economist Beardsley Ruml, speaker of the evening; 


Elmer Rich, president, Si Co; § 


| G. Barton, president of Industrial 


Surveys; and E. O. Orchard, treasurer of Kellogg Co. Standing are Curtis C. 
Rogers and S. Stanley Womer, vice-presidents of Industrial Surveys. 


Pop Bottlers Yearn 
for an Early End of 
the Nickel’s Reign 


San Francisco, Nov. 2—The 
nickel bottle of soda pop may soon 
be as extinct as the 5¢ cigar if 
many of the 4,000 soft drink bot- 
tlers in convention here this week 
have their way. 

Profits have lost their fizz, and 
bottlers are becoming convinced 
there will be no return to pre- 
war costs. 

Chief obstacle to the price in- 
crease is the resistance of Coca- 
Cola bottlers, who make up about 
half of the billion-dollar a year 
industry. 

But talk was rife at the con- 
vention of the American Bottlers 
of Carbonated Beverages of boost- 
ing prices regardless of Coca- 
Cola’s action. 

According to industry spokes- 
men, the small, typical bottlers 
(those producing 100,000 to 150,- 
000 cases a year) have felt the 
squeeze intensely between rising 
costs and a fixed retail price. 


ws Wholesale prices for a case of 
small bottles have inched up from 
about 80¢ in prosperous prewar 
days to about 82% to 85¢ today. 
Many feel that 95¢ to $1 a case 
would put them back on their feet. 

From a return of about 10% be- 
fore the war, profits in the pop 
business have skidded to an aver- 
age of 3% to 4%. 

After World War II there was 


hope costs would drop. Now, with 
defense needs suggesting even 
higher costs, bottlers are more 
fatalistic about the need for higher 
prices. 

Prospects of the gloomy future 
were pointed out by Carleton 
Green, Department of Commerce 
analyst. He warned that such sup- 
plies as bottles, metal caps, crates, 
heavy machinery, trucks and man- 
power are fast running into short 
supply. 

On the brighter side for the 
soft drink industry, Mr. Green 
noted that people have more mon- 
ey than ever before, that popula- 
tion is growing and that people 
are moving from the country to 
the city where they form a more 
compact market for the soft drink 
salesman. 


Motenko Joins Muzak 


Alexander Motenko, formerly 
vice-president of Children’s Press 
Inc., has been named general sales 
manager of the transcription divi- 
sion of Muzak Corp., New York. 
Mr. Motenko will continue as pres- 
ident of Brason Associates Inc., 
Chicago record distributor. 


Lavery Joins C. ]. LaRoche 

Hugh D. Lavery, formerly with 
J. Walter Thompson Co., has joined 
C. J. LaRoche & Co., New York, 
as an account executive. 


Appoints Michel-Cather 


Natural Products Refining Co., 
Jersey City, N. J., has appointed 
Michel-Cather Inc., New York, as 
its agency. 


Advertising Age, November 5, } 


Rum! Foresees Mild 
Recession in Early 


Part of Next Year 


Cuicaco, Oct. 31—There are jp. 
dications that the U.S. will ex. 
perience a mild recession in the 
early part of 1951, according % 
Beardsley Ruml, economist ang 
“pay-as-you-go” income tax play 
author. 

Speaking at a dinner celebrating 
the tenth anniversary of Industrig 
Surveys Co, last week, Mr. Rumj 
asserted that the U.S. must & 
prepared for a long period ¢ 
heavy defense expenditures. 

He predicted, however, that 
expenditures for defense will no 
reall” get under way until nex 
spring and that heavy tax increases 
are not necessary at the present 
time, since at present they are 
deflationary. 


s “We want defense without ip. 
flation,” he said. “We want t 
avoid controls. We expect some al- 
location of scarce resources. This 
means increasing pressure on the 
fiscal and monetary front witha 
fair chance that restrictive meas. 
ures will be too great and to 
soon, rather than too little and to 
late. 

“The growth factor of American 
productivity will constantly add 
to our potential as long as we per. 
mit it to operate. Out of this 
growth factor alone in a few short 
years much of the new require 
ments for defense can be met.” 

Mr. Rum! also decried proposals 
for an excess profits tax. “The 
probability is that no excess prot- 
its tax that will do more good than 
harm can be devised,” he said. 


JOSEPH BUCKLEY 


Cuicaco, Oct. 31—Joseph Buck- 
ley, western advertising manager 
of Atlantic Monthly, died here Oct, 
26. Before joining Atlantic Month- 
ly in 1947 he was western manager 
of Nation’s Business, and prior to 
that was associated with the New 
York Herald Tribune and New 
York World. His brother, John i 
Buckley, is vice-president and 
business manager of Good House- 
keeping. 


_USE GOVERNMENT PHOTOGRAPHS 


You can profitably use the public 
domain photo reservoir containing 
millions of subjects. Explanatory 
booklet-catalog ‘Through Gover 
ment Lenses'’ endorsed by usen, 
gov't officials, press, $7.50 (wm 
turnable) on 5 days approval. lr 
cludes magnifier and 672 miniatur| 
photos available at $4.50 as 8x0 


reproductions. Users sent approval selection 
searched for specialized needs not cataloged 
Search costs (higher) based on pictures use 
Details free. WASHINGTON COMMERCIAL @ 
me é 1200 Fifteenth St. N.W. Washingt 


Cultivate the 


methods. . 


uct a real boost. 


largest agricultural press in 
the world. 


Topeka, Kansas 


KANSAS FARMER 


. through the Kansas Farmer, the 
farm paper that reaches into 117,771 
farm homes throughout Kansas. Kansas 
Farmer alerts the men to new farming 
. and gives the ladies hints 
on foods and fashions. That’s why Kansas 
Farmer is a powerful factor in deter- 
mining brand preferences—in both farm 
equipment, and food and drug brands. 
Let the Kansas Farmer give your prod- 


KANSAS FARMER 


Published by Capper Publications, 


Editorial and Business Office, 


Advert 
JOHN 
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JOHN BOETTIGER 

New ‘orK, Oct. 31— John Boet- 
tiger, 50, former Chicago newspa- 
per ma! White House correspond- 
ent, A-izona and Seattle pub- 
lisher, 2nd former son-in-law of 
President Franklin D. Roosevelt, 
plunge: to his death today from a 
seventh floor room of the Hotel 
Weyli:: here after overpowering 
a male nurse. He had been ill for 
some time but had refused to en- 
ter a mental hospital. 

For the past few years, Mr. 
Boettiger had been a vice-presi- 
dent of Theodor Swanson & Co., 
public relations counsel here. 

Born in Chicago, he became a 
reporter for the Chicago Tribune 
in 1921. In 1932 he was transferred 
to the newspaper’s Washington 
pureau. In 1935, he married Pres- 
ident Roosevelt’s only daughter, 
Mrs. Curtiss Dall, and shortly af- 
terward left the Chicago Tribune 
to become publisher of the Seattle 
Post-Intelligencer, a Hearst news- 


paper. 

During the war Mr. Boettiger 
served in the American Military 
Government overseas. After the 
war, he and his wife moved to 
Phoenix, Ariz., where they pub- 
lished a newspaper which eventu- 
ally suspended. In 1949, Mr. and 
Mrs. Boettiger were divorced and 
each subsequently remarried. 


SANFORD E. GERARD 

New York, Oct. 31—Sanford E. 
Gerard, 48, art director of Lennen 
& Mitchell for the past seven years, 
died Oct. 29 of a heart attack at 
his summer residence in Amagan- 
sett, L. I. 

Before serving in the second 
World War as a major in the 
Army, Mr. Gerard was art director 
of Macy’s New York department 
store. Previous to that he was art 
director of Batten, Barton, Dur- 
stine & Osborn. He was.a water 
color specialist and the author of 
a book on art appreciation. 


ARTHUR E. SIMMONDS 


LOUISVILLE, Oct. 31—Arthur E. 
Simmonds, 71, pioneer leader in 
newspaper rotogravure work and 
technical director of the Standard 
Gravure Corp., died Oct. 28 at his 
home here. 

Mr. Simmonds had been plant 
superintendent of Standard Gra- 
vure from 1940, when he joined 
the company, until last year when 
he was appointed technical di- 
tector. Before coming to Louis- 
ville, he was superintendent of the 
fotogravure department for the 
Philadelphia Public Ledger. 


Self-Service 
Selling Comes To | 
The Lumber Yard — 


@ If you are responsible for |~ 
the advertising or sale of any | 
of the eight to 10,000 items up |~ 
to 1,000 customers may come | 
to gee from a top-flight | 
building material dealer in a | 
Single day, you will want to 
tead “Customers Find What 
They Want Here” on Pages | 
54-55, BUILDING SUPPLY | 
NEWS for November. Fat, 


November 
issue 


BUILDING 
SUPPLY 


JOHN C. RINK 
PHILADELPHIA, Oct. 30—John C. 


lation manager of the Christian 
Science Monitor in Boston and 


Rink, librarian and research spe- later manager of its advertising of- 


cialist with N. W. Ayer & Son for 
the past 31 years, died suddenly 


yesterday at his home in nearby | 


Fort Washington. He was 70. Mr. 
Rink was widely known among 
special librarians for his work in 
developing information reference 
methods suitable to business needs. 
He joined Ayer in 1919 after five 
years as a sales auditor with Cur- 
tis Publishing Co. 


ALBERT BARNARD 

New York, Oct. 30—Albert E. 
Barnard, 74, a member of the na- 
tional advertising department of 
the former New York Sun for 26 
years, died yesterday after a long 
illness. 

Born in Chicago, he became a 
reporter on the Chicago Times. 
Later he was advertising manager 
there for Ed V. Price Co., tailor, 
and Loftis Bros., now Loftis Jew- 
elry Co. 

Subsequently, he became circu- 


fice in New York. He joined the 
advertising department of the 
New York Times for a brief period 
before becoming associated with 
the Sun. He was a former presi- 
dent of the National Amateur Press 
Assn. 


W. C. FACKLER 

MINNEAPOLIS, Oct. 31—W. C. 
Fackler, director of sales and mer- 
chandise research and budgetary 
control for Munsingwear Inc. here, 
died here Oct. 19 of a heart attack. 
He started in the stock room at 
Munsingwear in 1914. Later he was 
service manager in charge of or- 
der editing and sales correspond- 
ence, and served for a while as as- 
sistant comptroller before assum- 
ing the position he held at the time 
of his death. 

He developed a stock control 
plan for Munsingwear which was 
introduced to retailers and is in 
widespread use throughout the 
country today. 


HELEN ALLEN 


New York, Nov. 1—Helen Allen, 
42, executive vice-president, sec- 
retary and assistant president of 
Parfums Corday Inc., died yester- 
day after a brief illness. 

Miss Allen, who joined Corday 
in 1933, had the reputation of be- 
ing one of the outstanding “idea 
women” in the business, was an 
authority on packaging, and orig- 
inated the purse-size containers 
and portable perfume cases that 
have been generally adopted by the 
industry. 

She was the only woman mem- 
ber in the cosmetics section of the 
Office of Price Administration 
during the recent war. 


CHARLES HOLBROOK 

BERLIN, N. H., Oct. 31—Charles 
S. Holbrook, 49, president of White 
Mountains Broadcasting Co., op- 
erator of Station WMOU here, died 
in a hospital here Oct. 27. Mr. Hol- 
brook formerly served with the 
New York Herald Tribune, Mc- 
Graw-Hill Publishing Co. and 
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American Broadcasting Co. in New 
York. 


WILL McADAM 

CLEVELAND, Nov. 1—Will Mc- 
Adam, 57, vice-president of Scheel 
Advertising * Agency, died yester- 
day of a heart attack. He had been 
associated with G. M. Basford Co. 
and Carpenter Advertising Co. be- 
fore joining Scheel in 1944. 


JAMES D. WOOLF 
a 


ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 


LAWTER CHEMICALS, INC. 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
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DAY-GLO’s daylight fluorescent colors are red-hot! 
From dawn to dusk, DAY-GLO will make your 24-sheets and 
other advertisements blaze like a house afire. 

Reader impact is terrific. DAY-GLO delivers a Sunday 
punch every time—and the colors are visible four times as far 


as the brightest of ordinary colors. 


See DAY-GLO with your own eyes and find out 
how to boost your sales with the most significant development 
in all the history of color. Mail the coupon 


to Lawter or Switzer TODAY. 


YOUR NAME 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 


COMPANY NAME 


STREET ADDRESS 


CITY & STATE 
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AA Printed ‘Digest’ ‘Protest 


To the Editor: For some months, | 
about various medicines, tooth 
pastes and other products. 

As soon as these articles appear 
in the Reader’s Digest, many man- 
ufacturers have inserted ads 
screaming, in effect, RD means 
US. Read all about our wonderful 
products in RD. They endorse 
OUR brand. A resume of RD’s 
articles will show this is not so. 
These advertising copywriters trip 
over their diapers in their haste 
to jump aboard the band wagon, 
the RD. 

I enclose a clipping from my 
Reader’s Digest, October issue, 
protesting, in a gentlemanly way, 
the misleading claims of some of 
these advertisers. As RD points 
out, and I quote, “Advertising has 
an important role in our economy. 
It is to be hoped that the adver- 
tising profession itself, normally 
adhering to high ethical standards, 
will take steps to curb the subtle 
misrepresentations by which some 
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FILMS 


nanure WA 


vertising with our 
downtoearth TV 


film prices. 


| 


This department is a reader’s forum. Letters are welcome. 


advertisers have sought to use the 
NAME of The Reader’s Digest to 


Reader’s Digest has printed articles | promote sale of their own prod- 


ucts.” 

In all fairness, I ask that ADVER- 
TISING AGE, the Bible of our pro- 
fession, print this protest, enclosed, 
clipped from Reader’s Digest. 

WILLIAM H. ENGLAND, 
Brooklyn, N. Y. 

Mr. England is a bit slow in his 
reactions. AA printed news of the 
Reader’s Digest’s “gentlemanly” 
protest against advertisers on Page 
1 of its Sept. 18 issue, almost a 
month before Mr. England wrote 
his letter. 


* * e 
‘Finest’ for DM Users 

To the Editor: Your “How to 
Make Your Advertising Pay Off” 
is the finest publication I have 
ever seen for someone who uses 
direct mail for the development 
of business. 

How can we get another copy? 
Will appreciate your sending it 
along with an invoice. 

R. A. CHILDERS, 

General Manager, Childers 

Mfg. Co., Houston, Tex, 

Copies are available from Ap- 
VERTISING AGE at 75¢ each. 


Has One Question Answered; 
Reader Asks Another 

To the Editor: Thanks for clear- 
ing up the mystery about radio 
station WEXL still being in Royal 
Oak, Mich. I meant to ask about 
that but somebody beat me to it. I 
had more than a curious interest 
in the matter because, with its 
original owner A. G. Miller, I did 


a fair share towards putting 


—~ 


WEXL on the map in the early 
20s. 

I hope nobody has beaten me to 
the punch with the next question: 

When did Ogden Nash (nom de 
poeme, Carr Liggett) start work- 
ing for Carr Liggett Ad Agency 
in Cleveland as indicated by the 
Oct. 9 AA poem? 

T. W. RAWLINGs, 

Sales Promotion Manager, Ke- 

lite Products Inc., Los Angel- 

es. 

We don’t know whether the 
crack about Ogden Nash is sup- 
posed to be complimentary to Mr. 
Liggett’s verse or not, so we'll let 
Mr. Liggett figure out the answer. 


Northern Pacific Ad Stirs 
Interest in Trademark 

To the Editor: Thought you 
might be interested in the enclosed 
advertisement, one of Northern 
Pacific’s on-line newspaper series. 
All of us, including L. L. Perrin, 
NP advertising manager, who sug- 
gested the idea, had our tongues 
in our cheeks when the advertise- 
ment appeared. 

Judging from requests for the 
Monad booklet, the public is quite 
intrigued. 

T. L. Hassrouck, 

Batten, Barton, Durstine & Os- 

born, Minneapolis. 

o - o 


Adman Benton Would Be 
The Choice of This Voter 

To the Editor: If I were a resi- 
dent of Connecticut in. the coming 
elections I would cast my vote 
for the reelection of Sen. William 
Benton. 

And that is because, in addition 


WHEN You DON'T HAVE ANY WORK FOR 
THE ART DEP'T~THEY BEG FOR Joes 


_ L'LL BE GLAD TO 


(4TH 


Enlarged reprints available upon request 


IF I CAN DRUM UP SOMETHING 


‘DUT THE LINE FORMS TO THE RIGHT 
WHEN THAT IMPORTANT RUSH JOB COMES UPI 


SS \' 


NOT ACHANCE~ 30 
LAYOUTS AND TEN FINISHED\™ \ 
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waving over Korean batt 
familiar. Northern Pacific can tell you why. 


at the 1893 World's Fair in Chicago . 
then, the 
ee 


Freight Agent's Address 
Agent's Name © Phone 


Wilco tito 


MAYBE YOU'VE NEVER seen it before. Even so, the flag of the Korean Republic — 
Jefields beside the United Nations banner—may seem ae 


the central design, or “Monad”, of this very flag for the railroad trademark. We saw a9 
Monad— known in the Far East as a good-luck 


TODAY, RUSHING WAR GOODS and soldiers to danger spots is a tall transportation 
order for U.S. railroads—including NP. So is the big job of helping to develop America's 
military muscle at home. But thanks to its own 10-year “mobilization” —a giant $150- 
million rebuilding program just completed— Northern Pacific is better equipped than ever 
to serve the nation’s needs. Actually, we want to do more than handle our war duty well. 
We want to keep doing a bang-up transportation job for industry, agriculture and 
the folks along the “Main Street of the Northwest.” 


FREE! “THE STORY OF THE MONAD"—a fascinating, illustrated booklet explain- 
ing the historic symbol that sprang from an ancient Oriental system of philos- 
ophy. Write to F, 4, GERRY, Vice President-Treffic, 


ROUTE OF THE Streamlined NORTH COAST LIMITED 


flag 


Long before the Korean war, NP “ 


pted it... and adopted it for NP use. Since 
charm—has become known in 


ICO Northern Pacific Bidg., St. Pevi 1, Minn. 


Passerger Agent's Address 
Agent's Neme @ Phone 


NORTHERN PACIFIC RAILWAY 
Maun Street of the Movihaest” 


to his brilliant record as a states- 
man, he has proved abilities as an 
advertising man. 

I make this assertion upon the 
premise that no man of genius 
such as Thomas Edison, and no 
company formed around a product 
of his genius could exist without 
the services of an advertising man. 
And that is because an advertis- 
ing man knows how to converse 
with people. 

Our country stands today in a 
situation more perilous than that 
of 1812. The combined efforts of 
brilliant evil are stabbing Ameri- 
can principles from out our bor- 
ders, and gnawing away at Amer- 


ican principles from within. Ow 
enemy knows how to talk to th 
people. That truth, from where! 
stand as an advertising man, points 
to the need of America having 
a statesman who can also talk to 
the people. That man in Connect 
icut is William Benton. 

The prairie fires-of my grand- 
father’s homesteading days in Ne 
braska are nothing compared to 
the conflagration being fanned up 
against us by our enemies from 
without and within. Grandfather 
saved his home by building an- 
other fire...fighting fire with 
fire. 


And that is the only means we 


207 N. MICHIGAN AVE., 


For the farm equipment field — your BASIC BASIC buy is INPLEMENT & TRACTOR... 


Leading total net paid circulation * k Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 


IMPLEMENT 
& TRACTOR 


KANSAS CITY 6, MO. 


CHICAGO 1 + 
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of Amcrica have left with which 
to fight the flames of anti-Ameri- 
can propaganda which threaten to 
destroy our homes today. 

I place my faith in Sen. William 
Benton as the man in Connecticut 
who can kindle another kind of 
fire to stop the threatening one. 
He is a grass-roots American, and 
a man of honor. His ability to 
make clear—and crystal clear— 
the merits of a company and its 
product are proved by a spot- 
on record in advertising. Today 
the company he speaks for is The 
United States of America...and 
the product is the American Way 
of Life. 

Yes, if I were voting as a resi- 
dent of Connecticut I would vote 
for William Benton for the Senate 
of the United States. 

And that is because, in addition 
to his fine record as a statesman, 
he is an advertising man. 

DALE NICHOLs, 
New Orleans. 


‘Ebony’ Adman Reports 
on Scope of Negro Market 

To the Editor: Pat McCann of 
the publication division of the 
Metropolitan Life Insurance Co. 
(Voice, AA, Oct. 16) has raised a 
very important question concern- 
ing facts on the Negro market. As 
you well know, factual data on this 
market up until a few years ago 
has been woefully lacking. How- 
ever, it has been the policy of the 
Johnson Publishing Co. to docu- 
ment all of its facts. I don’t think 
that there is any doubt about the 
documentation of 15,000,000 Ne- 
groes in the U. S. as of 1950 as pre- 
sented by the 1950 census. 

Our figure of the $15 billion an- 
nual purchasing power of the Ne- 
gro people in the U. S. comes from 
the top authority on these matters 
in the nation. In a speech before 
the delegates to the Fourth Annual 
Conference on the Negro in busi- 
ness at the Department of Com- 
merce Auditorium on April 20, 
1949, Secretary of Commerce 
Charles Sawyer said in part, and 
I quote: 

“Assuming that only the Negro 
market would be available to Ne- 
gro business men, which is certain- 
ly not the case, the best statistics 
we have indicate that approxi- 
mately 15,000,000 non-white con- 
sumers in the U. S. have a poten- 
tial purchasing power of $15 bil- 
lion annually. This potential mass 
market for goods and services 
should not be overlooked.” 

Ninety-seven per cent of non- 
whites as used by the census form- 
ula represent Negroes in the U. S. 
The 3% differential would still 
mean that the purchasing power 
of the Negro people represents ap- 
proximately $15 billion. 

I hope that the documentation of 
these figures will be satisfactory 
to Mr. McCann. 

LERoy W. JEFFRIES, 
Advertising Department, Eb- 
ony, Chicago. 
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Endorses Employe Series 

To the Editor: The column on 
“Employe Communications” in Ap- 
VERTISING AGE has many good ideas 
and I find it very interesting and 
helpful. 

I understand that you are con- 
Sidering making a booklet of the 


* T cost 
LOWES aQuiRY 


AMERICA'S NUMBER ONE 
TEST MARKET 


GEORGE T. HOPEWELL. INC. 


fastern Reprentative 


101 PARK AVENLE. NEW YORK 


material in these columns. I would 
endorse such an undertaking and 
be interested in purchasing a copy 
of it if it is decided to publish this 
book. 
Byron W. KINNEY, 
Editor, “Bell & Howell Find- 
er,” Bell & Howell Co., Chi- 
cago. ~ 


Appoints William R. Brand 


National Publisher, Chicago, has 
appointed William R. Brand, of 
Brand & Brand, New York, as ex- 
clusive eastern advertising repre- 
sentative. Mr. Brand will direct 
all advertising activities of the 
National Editorial Assn. publica- 
tion in New York and the East. 


Richard Krenek Appointed 


Richard J. Krenek, formerly 
sales manager of Process Color 
Plate Co., has been named vice- 
president and sales director of 
CCS Color Plate Corp., Chicago. 


Pavelle Succeeds Deutsch 


Pavelle Color.Inc., New York, | 


color finisher, has named Samuel 
Pavelle, formerly general plant 
manager in charge of production, 
as sales manager. He succeeds 
Richard Deutsch, who will con- 
tinue to serve on the board of di- 
rectors. 


Two Join Campbell-Mithun 

Bill Wheeler and Norman Harris, 
formerly with Fadell Co. and Fred 
Fadell & Associates, Minneapolis, 
have joined Campbell-Mithun Inc., 
Minneapolis. Mr. Harris has joined 
the production staff and Mr. 
Wheeler has been named an ac- 
count executive. 


Dorothy Daub Leaves Bonwit 
Dorothy Daub, advertising, fash- 
ion and sales promotion director 
of Bonwit Teller & Co., Philadel- 
hia, has resigned to become a 
ree-lance fashion consultant. No 
successor has been named. 


YOUR ADVERTISING DOLLAR 
BUYS 


Pe 


TOPS IN CIRCULATION 


DIESEL PROGRESS' circulation of 
15,018 is the largest of any pub- 
lication serving the Diesel field 
exclusively. It's handpicked to 
include the key administrative, 
engineering, manufacturing, sales 
and service personnel who specify 
and buy your product. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


. Editorial and Production Office 


816 N. La Cienega Bivd., Los Angeles 46, Calif. 2 West 45th St.. New York 9 NY 
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GRIT Sells 


of the GRIT Market Sales 


goes to one Drug Product Advertised in GRIT 


for Its Advertisers _ 1 


54% 


A special Drug Product for children, advertised in 
GRIT, gets 54% of the GRIT Market business. 


Year after year, GRIT Readers prove to be an eager 
market for brand products advertised in GRIT: Another 
Drug Product, 21% increase in sales—a Cough Syrup, 
3 times more sales than nearest competitor—a Cold 


Remedy gets 29% of the business. 


Every week, in 16,000 True Small Towns, nearly 
three million GRIT Readers show their 
preference for GRIT, coupled with high 
responsiveness to products advertised in GRIT*. 


Larger than average, GRIT Families are 


good-income families . . . 
families. 93% buy Tooth Paste, 78% 
buy Cough Syrup, 80% buy Hair Tonic, 


62% buy Home 


94% buy Headache Remedies, fy 


good-spending 


Permanent Wave Kits, 


Pe 


84% buy Cold Remedies. 
GRIT sells for its Advertisers 


. it can sell for you! 


WILLIAMSPORT, PA. 
Small Town America’s Greatest Family Weekly 
—with more than 600,000 


Ask the GRIT representative for the GRIT Reader Survey 
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Can Sell for You! 
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‘Village Crier’ Hits 
N. Y. Newsstands 


New York, Nov. 3—A new 
monthly, The Village Crier, hit the 
newsstands today with 20,000 
copies at 15¢ per. Published by 
Helene Parker, who formerly had 
her own agency, the magazine con- 
tains feature articles about this 
city, current events and news of 
the theatrical, sports and cultural 
world. 

Charles Haskell, advertising 
manager—who previously ran his 
own premium business—points out 
that advertisers in The Village 
Crier are entitled to a free radio 
plug on the “Village Crier,” a 2 
a.m, to 5 a.m. nightly presentation 
on WOR. Ad rates are based on 
$250 for a full b&w page. 

Herb Steiner is managing editor; 
Paul Meltsner, art director, and 
George Hogan, disc jockey for the 
radio show and WOR announcer, 
is radio director. 


Elects Madden President 

Lillian G. Madden, secretary- 
treasurer and advertising director 
of Falls City Brewing Co., Louis- 
ville, has been elected president. 
She succeeds Charles W. Born- 
wasser, who has been named chair- 
man of the board. 
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PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


COMPARISON OF NEWSSTAND SALES — FIRST SIX MONTHS OF 1950 


Advertising Age, November 6, J 


COMPARED TO FIRST SIX MONTHS OF 1949 BASED UPON A.B.C. PUBLISHERS’ STATEMENTS 


compared with the same period of 1949, are shown in this latest ’ 
pared by S-M News Co. The boldface listings are those distributed by S-M. The data, 


‘box score” pre- 


HOW MAGAZINES ARE MOVING—Newsstand sales for the first six months of (1950,- taken from current ABC reports, shows newsstand sales only, and the figures ther 
should not be confused with total circulation, since subscription circulation is not 


counted for in any of the figures shown he 


1950 1949 1950 949 a 
* C Gi 1949 1950 First First Copy Gain ¢ 
Position Postion PUBLICATIONS Issued Retail Price Hs Hn ; bay or los Position Position PUBLICATIONS Issued Retail Price 6M 6 Mo ‘ br 
( Aeerege Sate Per teres) ( Average Sate Per lawns) 
.2 1 Ladies’ Home Journal . M 25 2,051,185 2,026,032 + 25,153 + 12 » 65 70 + Sereen Guide. . M 25 202,572 250,130 — 47,558 198 
1 2 Life ‘ w 20 1,808,202 2,061,347 243,145 *-119 58 71 Ranch Romances. Bi-W 5 202,299 286,008 — 709 298 
°3 3 Saturday Evening Post . w Bh 1,674,559 1,730,600 — 56041 ~- 32 75 72 Our World . M 2 177,946 164 + 13,102 + 9% 
6 4  Woman'sHomeCompanion M 25 1,415,483 1.36504 + 49679 + 36 71 73 «Vogue Sem-M 5 162,414 173,427 — 11,013 64 
»s S Mel's... ° ” 3s 1,396,170 1,456,965 ons - 42 bs bf Surety body’: - Digest. " 4 toate eer = Pay s 
vw 6 Setter Homes & Gerdens ” 25 1,379, 1,223,402 +155,864 +12.7 4 | ; - ¥ 4 
4 7 True Confessions M AS 1,360,914 1,467,799 - 106885 - 73 7% 8676 Varsity - . BM 25xx 143,484 «= 145,733 — 2,249 ie) 
7 o tam... : Bi-W 15 1,313,460 1,331,325 - 17865 - 13 7% #77 # U.S. Camera ‘ M 25 143,471 152,689 - 9218 — 6% 
v1 9 True. M 25 1,262,323 1,030,461 + 231,862 + 225 z 2 wey Television News . + rt oe Hoye | - oiee 66 
vs 0 Coronet . M 2 1,261,385 1,261,069 316 a 981 aster Detective . ‘ B | = - 4% 
9 is True Story . M 20 1,112,335 1,228,734 : 116,399 - 95 os = Dettori Fetters Book - Otimpeaye. = teat Heyes - — a 
vl 12 Good Housekeeping . M 35 1,000,313 1,124,907 - 124594 - 111 jarper's A 5 y = . - 

12 13° Modern Romances . M Bi 935,117 1,043,117 - 108,000 - 104 0 86 Bodorerneteareghy Combined “ pa sonene vane + can oul 

13 14 See : Bi-M 15 920,363 1,034,739 - 114376 - 111 wi inicam Photography & : 20, y + 

16 «15 = The American Magazine ; M 25 900485 911,215 - 10,730 - 12 286 «683 stedore Needlecraft ##® ) Btimesa ye. = —s yoy | + nue + . 

5 16 «= Modern Screen ; M 15 899,456 977, - 78197 - 80 82 4 jewsweek F AS J - z 
, i" 17 Photoplay = » wha M 1S 882,656 884,746 - 2, - 2 0°85 8685 Hwy | - on = a 113,566 invent 513 : + ai 
v1 J Redbook ._—sCsés. ° a 2s 871,232 850,992 + 24 = 86 ern Bride rt : . No temen 
» i. +} Seventeen . Tr mee M 25 832,782 849,226 Maaee - 19 264 «687 = Air Trails ” 35 106478 124401 - 18,123 45 
028 20 #8 Argosy theta a! ae je M 25 825,600 645,816 + 179,784 +278 Bs 88 The New Yorker. we 20 102,716 101,890 + 826 + & 
023 21 Motion Picture... . M 10 818,492 767,392 + 61,100 + 67 e— 89 Color Mo 25 98,503 we Statement 

22 22 ‘5 « & Bie w Bh] 811,747 780,186 + 31,561 + 40 93 90 Radio- Electronics M Bs] 98,095 2,066 16,029 + 198 i 

24 23 <AmericanHome.... M 25 758.9 763,432 + -56528 + 7 e— 91 Hot Rod Magazine . M 26 064 37,130 ; 54,934 + 1488 
21 24 = Secrets ae ae. & Fe M 15 750,916 782,264 - 31,348 - 40 » 90 92 New Liberty “ “: ° M 10 86,298 338 - 10540 ~ 168 
v3) 25 #Mechanix Illustrated . . M 1 731,407 632,648 + 98,759 + 156 37 93 = Girls’ Fun iY Fashion , 

27 26 Popular Mechanics. . . M 35 706,970 680,396 + 26574 + 3.9 Magazine “ ‘+ “ ° Bi-M 15 84,142 110,743 — 26,601 - 248 
20 27 Cosmopolitan. ... . M 35 685,033 802,155 - 117,122 - 146 91 «94 Flying M 25 9,384 95,003 — 15,619 ~ 164 
226 428 Today’sWoman... . M 25 679,614 707,040 - 27,426 - 39 vo2 695 a ” 20 77911 82453 -~ 
e263 Menthly . a 5 Fad 731,275 - 81,784 -11.2 v— 96 MotorTrend . M 25 69,404 No Statement 
30 30 True Romane .... M 1b 573,311 637,855 64,544 -101 97 7 he Model Railroader . M 35 67,177 866 + 13,311 +249 

3 Quick w 7: No Ss »89 98 Hunting and amd M 25 59,180 101,201 42,021 415 

= 1 . 10 522,756 o Statement u . d \ X - . - 
237 32 Science & Mechanics - Bi-M .20 517,095 _ 475,796 + 41,299 + 8&7 2% 9 yways . M 25 57,023 53,427 + 3,596 + 6F 
229 33 + #=©Personal Remences e M 15 511,370 644,736 - 133,366 - 207 296 «100 Samedi“). . w 10 54,371 54468 - 7 - &@ 

35 34 Glamour ‘ M 26 478,354 330 - 30,976 - 61 95 101 Parents’ Magazine . . M 2 53,778 60,171 - 6393 -~ 168 
e326 «635 ” 2s 452,548 - - EXPLANATION OF aes 
e34 36 = Real Koma M 5 451,625 628,517 - 76892 - 145 ba Mey 1950  ionue 500 ies of Seperted o as Minicam Photography in 1949 
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032 39 Radio & Television Mirror M ‘25 413,080 553.091 - 140.011 - 253 et wine = MADEMOISELL a ‘ 
%47 40) «Esquire. . . M 50 395,028 376851 + 18,177 + 48 eee Reported a as Calling All Girls in 1949 i Reported as Pally in 1990 ; 
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coe SS ease Beoatifel M 50 325,810 293,243 «+ 32,567 + 11.1 ne ee cnoura Te geerrgen : eee she ie wee 
} hand 4 ne -{* M i 320,163 395,782 x 75,619 - 19.1 <7 T Maeda 

_ me icity Pattern Book . - A times a yr F 316,509 jo Statement éo ° 386.0) 6 
vee Sl t Parader ss. M 1S 311,009 242 + 45,767 + 17.3 a2 > combined se (aed be mo waite) eeneee Sits = senses -130 es Ma 3eetbo soat 
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Bonham Leaves Red Cross 


Howard Bonham, vice-president 
for public relations of the Amer- 
ican National Red Cross, has re- 


679 N. WELLS ST., CHICAGO 10 ILL. 


WHitehall 4-3450-1.2 i 


signed effective Dec. 31, to estab- 
lish a public relations concern 
with headquarters in Washington. 


STAY ON 


With KFSD 


The Station First in Audience, Coverage, 
Power Year After Year in Sqn Diego, California 


Chartis based onshare 


audience -- total rated time 
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It's easy to sell your product to an 
audience already signed, sealed 
and sold on San Diego's top 
station... "stay-on-top’’ KFSD! 


Station 


Represented Nationally by PAUL H. R 


The ONLY 5000 watt Day and Night 


in San Diego . . . Dial 600 


BOSTON + CHICAGO «+ DETROIT *« LOS ANGELES * NEW YORK + SAN FRANCISCO 


Haggle over Lorain 
Decree; Continued 
Violation Alleged 


CLEVELAND, Nov. 1—The Justice 
Department’s proposed decree 
against the Lorain Journal, found 
guilty of violating the Sherman 
Anti-Trust Act, is an encroach- 
ment on the freedom of the press, 
the newspaper’s attorney has de- 
clared. 

Parker Fulton, representing the 
Journal, made the charge in a 
counter proposal to Federal Judge 
Emerich B. Freed, who still is 
studying the government’s suggest- 
ed decree (AA, Oct. 9) seeking 
to: 

1. Protect the right of the Jour- 
nal to refuse ads which violate 
its bona fide advertising policies. 

2. Enjoin the defendants from 
using that right of refusal to es- 
tablish an advertising monopoly. 

Attorney Fulton proposed that 
the court render a final decree 
which would enjoin the Journal 


from refusing advertising from lo- 
cal Lorain, O., merchants solely 
on the ground that they also ad- 
vertise on Station WEOL of Ely- 
ria. 


es Meanwhile, affidavits alleging 
that the Journal has continued its 
violation of the Sherman Act, and 
still attempts to monopolize news 
and advertising, were filed in fed- 
eral court here yesterday. 

Government attorneys offered 
two affidavits from owners of 
stores asserting the Journal re- 
fused to accept their advertising 
because they also used WEOL as 
an advertising medium. 

S. A. Horwitz, vice-president of 
the Journal, said, “I will make no 
comment on the affidavits until I 
have had a chance to confer with 
our attorney.” 


Joins McCann-Erickson 


Howard A. Heller, formerly a 
producer-writer at WPIX, New 
York, has been named manager of 
radio-TV services for McCann- 


Erickson, New York. 


Baker Co. Appoints Agency, @ 
Expands 1951 Ad Program Y 


Baker Refrigeration Corp., Soul 
Windham, Me., has appoint 
Goold & Tierney Inc., New Yoru 
as its agency, and will increase & 
1951 ad budget more than 50@ 
over this year’s. National magazingj 
and trade advertising will 
backed by a cooperative distribag 
tor program, trade shows, dire 
mail and special industry promeé® 
tion campaigns. William B. Rem 
ington, Springfield, Mass., was 
previous agency. 

Several new products in #& 
self-contained air conditioniqj 
field will be introduced early @ 
1951, according to C. M. Hatcheg 
advertising and sales promotiog 

manager of the company. 


Prints Radio-TV Facts 

Executives Radio-TV Servicgj 
1889 Palmer Ave., Larchmont, M 
Y., has published the fourth edi 
tion of its “FACTuary”, a pocke 
size compilation of network radiqj 
and television programming. Data 
are separated into four sections 
programs, agencies, sponsors ang 
networks. 


s s il 
in Missouri! 
Things have to ring true 


tised on its pages. That’s 


MISSOURI 


Editorial Office, 


No “Wooden” Nickels 


month Missouri Ruralist goes into 119,177 farm 
homes with the latest news in farming and & 
homemaking. Missouri people know from long 
experience that they can depend on the informa- 
tion in Missouri Ruralist—and the brands adver- 


more sales when you tell about your product’s 
advantages in Missouri Ruralist. 


Published by Capper Publications 


Business Office, Topeka, Kans. 


in Missouri. Twice a 


why you can ring up 


RURALIST 


Fayette, Mo. 
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Buidvertising Age, November 6, 1950 


The Retail Division of the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., has 


-— Issues New Service 


ie ge. ; 
F e % 
ry ; EY 
onventions 
. 
Nov. 13-14. 
_ annual convention, Hotel Willard, 
Washington, D. C. 
Nov. 16. National Business Publica- 
, annual meeting, Waldorf-Astoria 
Motel, New York. 

Nov. 20-21. Central regional meeting, 
National Newspaper Promotion Assn., 
indianapolis. 

Dec. 27-29. American Marketing Assn., 
winter conference, Congress Hotel, Chi- 


cago. 
Jan. 19-20, 1951. Southwestern Assn. 
Advertising Agencies, Baker Hotel, 


’ e 

Jan. 22-23, 1951. Assn. of Railroad Ad- 
wertising Managers, St. Petersburg, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
fel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
ising conference, Penn Harris Hotel, Har- 
fisburs. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 
D. C. 

June 17-21, 1951. Advertising Assn. 


of 


brought out the first of a new 


periodic service to members, a 
American Public Relations | Business Building Bulletin.” De- 


signed to tell members about 
“newspaper result stories, selling 
ideas that worked, ad copy that 
pulled, and special promotions,” 
the first bulletin outlines Eastman 
Kodak’s instalment newspaper 
promotion of its annual report. 


Names Sweeney PR Director 


National Malleable & Steel Cast- 
ings Co., Cleveland, has named 
James M. Sweeney advertising and 
public relations director. Mr. 
Sweeney formerly handled pub- 
lic relations for John Carroll Uni- 
versity, Cleveland. 


MacManus Names MacQueen 


MacManus, John & Adams, De- 
troit, has elected Kenneth H. Mac- 


Queen as vice-president. He will | 
serve as central authority on all | 


advertising promotion both in the 
agency’s home and branch offices. 


>) ony in APPLETON ~~ 
ae Do YOU get ai/ these Services— 


==> and at no cost to YOU! 


We offer YOU— 


1. 70% tie-in guarantee for grocery and related products. 
2. Twice weekly dealer contacts—every week. 3. Complete 
Grocery, Drug, Liquor and Appliance Route Lists. 4. An Annual 
Consumer Buying Habit Study showing Brand Preferences and 
Product Distribution. 1950 Study now available! 


New Product? Test it in APPLETON—4th Largest City Zone in the state! 


Write David Lindsey, General Advertising Dept. 


— APPLETON POST-CRESCENT — 


the West, annual convention, C 
tan Hotel, Denver. 

June 24-28, 1951. Assn. of Newspaper 
Classified Advertising Managers, 31st an- 
nual convention, Mount Royal Hotel, 
Montreal, Can. 

Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 


DeForest to Gardner Co. 


L. C. DeForest, formerly adver- 
tising and sales promotion mana- 
ger for the Hills Brothers-Drome- 
dary Co., has joined Fred Gard- 
ner Co., New York, as account ex- 
ecutive, merchandising coordina- 
stor and promotion manager. 


Bullock's Signs TV Show 


Bullock’s Department Stores, 
Los Angeles, has signed to sponsor 
“Unk and Andy,” Monday through 
Friday children’s show, on KTTV, 
Los Angeles, 5 p.m. The program 
features animals, their history and 
the lands they inhabit. 


Appoints Walsh Advertising 


All-Steel Buildings Ltd., Toron- 
to, has appointed Walsh Advertis- 
ing Co., Toronto, as its agency. 
Copy is appearing in a selected list 
of Ontario dailies. 


Snellenburg Names Hope 
Mary Jane Hope, formerly with 
Women’s Wear Daily in Philadel- 
phia, has been named advertising 
manager of N. Snellenburg & Co.’s 
basement store, Philadelphia. 


ve 


ry 


Names Allene Stearn Editor 


Haire Publishing Co.’s Home 
Furnishings has named Allene 
Stearn, formerly associate editor, 
as editor, succeeding Lillian Weiss, 
who has resigned. 


"Golden Belt 


The BIG THIRD « 
of North Carolina 


The heart of TOBACCOLAND, USA. 
Tobacco Auction season in full swing 
NOW. Growers are getting Highest 
Prices in History—IN CASH. 


! Golden Belt 1949 Retail Sales: 
; $639 Million’ 
: 30% of N. C. Total 
* 
Golden Belt 1949 Farm Income: 


$466 Million” 


58.9% of N. C. Total 
*(SM Survey, 5/10/50) 


Sell this’ prosperous region PLUS 
Raleigh's fast-growing metropolitan 
area WITHOUT WASTE... AT ONE 
LOW COST, with 


The Raleigh 
NEWS and OBSERVER 


110,068 Morning 
113,643 Sunday 


(ABC, 3 mos., 3/31/50) 


REP: THE BRANHAM COMPANY 
Leesa ieteiceatadiemneeesiaianealaiamnndae 


you can picture 
this product . A 


in newspapers with REILLY PLASTICTYPES 
as sharply as the product pictures entertainment 


OU DON’T HAVE to be a market expert to 
7 aan the fast-moving popularity of 
television. Just glance at the rooftops. You'll 
see television antennas on all sorts of homes, 
from mansions to housing developments. 

The demand is here and growing. Programs 
are increasing daily, in interest and popularity. 
And TV receiving sets are things of beauty, in 
cabinet design as well as in performance. 

Today, you can advertise your finest TV sets 
in newspapers and be sure of reproductions 
that are not merely adequate, or pretty good. 
You can be sure, before your newspaper ads are 


REILLY PLA 


Reilly Electrotype Compan 
: Creators of Better Plates 
for Better Printing 


. 305 EAST 45th STREET, NEW YORK I7, N. Y. 
MUrray Hill 6-6350 


y 


even released 


, that your product will be repro- 


duced SUPERBLY when you order REILLY 
PLASTICTYPES. 

You'll pay a little more for the best in news- 
paper reproduction, Reilly Plastictypes, just as 
you want your customers to pay a little more for 


the premium 


of performance and appearance 


they get with your merchandise. Call Reilly 
now. Or use this handy coupon. Let us show you 
how we are giving other advertisers more sales- 
making reproduction of their products. Let us 
show you what Reilly Plastictypes can do for 


your product. 


STICTYPES 


Show m 


2 Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 


e why your Plastictypes will give me pat 


better reproductions in newspapers. 


1 
1 
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ZONE STATE 
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True Partnership Nub 
of Good Advertising 


Creation of Advertising No Longer Ends Agency 
Service to Advertiser, Both ‘Partners’ Agree 


The Advertiser Viewpoint 


By JOHN SANDBERG 
Vice-President and Director of 
Advertising, Pepsodent Division 
of Lever Bros. Co. 


I have been asked to give you 
my opinion on how far does the 
agency’s responsibility go in terms 
of (a) building and maintaining 
company brands, (b) building and 
maintaining com- 
pany reputation. 
I am tempted to 


tion raised by my 
subject -with an- 
other question: — 
How far do you 
want them to go? 
—and then sit 
down... 

Before indulg- 
ing in a disserta- 
tion in this some- 
what theoretical realm, I think 
we should get a few basic facts 
straight. First, I think we should 
look at my responsibilities to my 
company and the relationship of 
the agencies to our advertising de- 
partment and our company as a 
whole. 

My job analysis states in part 
that: 

(Continued on Page 70) 


FRc Kc CARE, 
Fiblishers' Ke 
ee AND CONSUMER PUBLICATIONS 


EMPIRE STATE BUILDING 
LONGACRE 4-66345 


John Sandberg 


ENew york * 


reply to the ques-|! 


The Agency Viewpoint 


By Leo NEJELSKI 
President, Nejelski & Co., 
New York 


I asked the head of one advertis- 
ing agency what he viewed as his 
major responsibility to his clients. 
He replied, “To create and produce 
good advertising.” 

I asked Fair- 
fax Cone the 
same question 
and here is his 
reply: “We must 
be good business 
men first, spe- 
cialists in the 
field of distribu- 
tion second, and 
good advertising 
people third.” 

I agree... I 
predict that the 
narrow viewpoint of the first agen- 
cy president will rapidly pass out 
of agency-client relations, while 
broader and broader responsibili- 
ties will necessarily be shifted to 
advertising agency executives. 
More specifically, agencies will 
find themselves carrying their 
proportionate responsibilities for 
building and maintaining their cli- 
ents’ profits. 


Leo Nejelski 


s There was a time when all an 
agency needed to do was to make 
sure that the client had a product 
and sufficient money to pay his 
advertising bills. Practically every 
product sold that had evident mer- 
it. Advertising contracts were 
signed mainly on persuasion, per- 
sonal charm and big expense ac- 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS ‘‘DIRECT." 


. CATALOGS 


ERS? 


SPECIFICATIONS 


Samples and quotations promptly given. 


BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


Catalog Covers, King Binders—Multo and Swing-O Ring, Proposal Covers of Durable 
_ BESTEX, BEAVERHIDE, and Poper Cover Stocks; Looseleaf apd Mechanical Bindi 


With increasing pressure from 
management for facts and proof, 
and with the development of the 
ANA and Four A’s, the accumula- 
tion of data and experience has 
added up at an impressive rate. A 
degree of professionalization has 
been achieved in the advertising 
business, but only a slight one. In 
spite of these advances, most top 
managements are still uncertain 
about the exact values of adver- 
tising and they have only limited 
evidence that their agencies and 
advertising directors have the an- 
swers. 

A large part of the problem 
arises from the fact that advertis- 
ing people have approached ad- 
vertising too narrowly. Advertis- 
ing is only a part of the compli- 
cated process of distribution... 
Merely limiting advertising re- 
sponsibilities to the advertising de- 
partment and the agency does 
not change the realities of the 
marketing process. Neither does it 
change the sensitive inter-relation- 
ships between advertising, sales, 
wholesaler and retailer or dis- 
tributor support, and the scores 
of other points at which the cir- 
cuit can be broken and at least 
a fraction of the advertising in- 
vestment wasted. 


s This situation demands two con- 
siderations—one, that advertising 
specialists continue to increase 
their knowledge of how and why 
advertising works, as well as im- 
prove their skills in applying these 
principles; two, that while in- 
creasing their specialization, ad- 
vertising people must become suf- 
ficiently experienced in the other 
phases of distribution to evaluate 
and advise clients on the adequacy 
and quality of these activities. 

If initiatives are not taken by 
agency people and advertising di- 
rectors alike, these considerations 
will be forced on them by their 
managements. Since 1940, our tot- 
al plant capacity has doubled; un- 
der war, population and inflation- 
ary pressures, this expansion will 
continue. The differentiation of 
products will keep on growing in 
almost every field. The trend 
toward fewer retailers per thou- 
sand population will continue. 
There seems to be no end in sight 
to mounting costs of distribution. 
And above all, we will be living 
under the restrictions of the gar- 
rison state... Add this all up and 
the problems of distribution loom 
gigantically ahead. 


Advertising Age, November 6, 1959 


of National Advertisers. 


dealers. 


Advertiser-Agency Relationships 


This is the last of a four-part series of discussions of ad- 
vertiser-agency relationships, reprinted in nearly full text 
from talks delivered before the recent meeting of the Assn. 


This discussion deals with the broadened area of activity 
in which agencies are now expected to operate on behalf 
of their clients. Previous discussions covered the selection 
of an agency or the solicitation of accounts; how to get the 
“best copy” from your agency; and the agency’s responsi- 
bilities in merchandising the advertising to salesmen and 


— 


Advertising people can gain| 


much by taking the initiative in 


shouldering these broader respon- | 


sibilities instead of waiting until 
they are forced on them by man- 
agement. 


es I have purposely grouped agen- 
cy executives and advertising di- 
rectors. I have yet to see an agency 
operate effectively where it is not 
a thinking and breathing part of 
the client organization. This inti- 
mate relationship puts the agency 
in a position to arrive at judg- 
ments about all phases of the cli- 
ent’s business that influence ad- 
vertising or that are conditioned 
by it. However, in this situation, 
the agency is obligated to func- 
tion in the special and unique role 
that grows out of its position. The 
particular value that attaches to an 
agency grows not only out of its 
specialization in advertising, but 
also out of the fact that since it 
serves several clients, it acquires 
a perspective on advertising, sell- 
ing and marketing that can seldom 
be matched by any one client. 

So much for the over-all role 
of the agency. Let’s break the 
agency’s responsibilities down 
more specifically. 

One of our basic considerations 
is that advertising specialists must 
continue to increase their know- 
ledge of how and why advertis- 
ing works. Recently, survey tech- 
niques have been developed for 
correlating advertising exposures 
with sales. For many more years, 
marketing research merely meas- 
ured advertising audiences. All of 
these studies have value but they 
only scratch the surface of under- 
standing how and why advertising 
works. 


a I believe that advertising spe- 
cialists have fallen into the same 


No sale is ever completed until g 
purchase is made; no product or 
service is ever sold until a buying 
decision has been completed. Yet, 
over the years past, by focusing al. 
most completely on the seller’s in- 
terest, we have excluded our. 
selves needlessly from large areas 
of knowledge and insight, with. 
out which our understanding of 
advertising must remain incom. 
plete. 

Some of you may challenge me 
and say that all advertising is pre- 
pared with the readers’ and listen- 
ers’ interests in mind. My point is 
that the existing knowledge of 
what interests readers, listeners 
and buyers is still too sketchy and 
superficial. If it were more com- 
plete there would be less guessing 
about advertising effectiveness, 
fewer advertising failures, and 
greater confidence in the minds of 
top management. 

We know what some buying pat- 
terns are, but we know very little 
about the major factors that en- 
ter into the buying decisions cre- 
ating those patterns. If you dis- 
agree with me, I only ask you to 
reconstruct exactly, and step by 
step, how you and your family 
went about choosing your present 
automobile. I said—“you and your 
family”—because if you think you 
did it all by yourself, you have 
much more to say about such 
choices than the rest of us. Not 
only do the influences of the fam- 
ily enter into buying decisions, but 
so do customs that prevail in our 
culture, as well as other factors. 


mg What human motivations enter 
into what purchases? In this area 
we can only ask questions because 
very few answers have been un- 
covered to date. The reason for 
this is that when we get over into 
the other end of the selling-buying 


misleading pits that have trapped | continuum we enter into the total 
sales people for years and years. complexity of living. Once we en- 
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skill is needed than the ability to 
count noses and tabulate correla- 
tions. ; 

When we begin to examine the 
qultura! influences on buying de- 
sions we leap smack into the 
enter of another set of complex- 
ities. We Americans think and 
jive as we do because millions of 
influences have shaped our spe- 
cial way of life. It is no accident 
that we are a competitive, senti- 
mental, restless, hopeful, deter- 
mined, vaguely unhappy people. 
We are shaped from infancy by our 
miture and each of us, in turn, 
leaves some imprint-on it, how- 
eer slight. 

What must we know about our 
witural inheritance and how can 
the activities of the market place 
be so directed that we build for 
a better future, rather than sow 
the seeds of our own destruction? 
Since the beginning of World War 
I, advertising has taken on some 
of the broad social and economic 
chores Of the nation. These have 
been laudable, most of them well 
conceived and executed. I am not 
referring to these alone, however. 
Every advertisement that is read, 
seen or heard, not only ties in 
with the ideas and mores that peo- 
ple hold but also exerts an influ- 
ence on the notions that will shape 
the future of the nation. 


a These areas of inquiry have 
been left entirely to the academi- 
cians, to the social scientists. That 
is not enough. Advertising has a 
responsibility that goes deeper than 
the sales of goods and services be- 
cause it not only influences 
printed media but in the cases of 
radio and television actually di- 
rects the creation of editorial and 
story content. 

The responsibility for under- 

standing these cultural values and 
how they are influenced rests more 
heavily with advertising agencies 
than with advertisers. Agencies in- 
itiate advertisements and many of 
the shows that go on the air. The 
shows they do not originate are 
selected initially by them. By un- 
derstanding the dynamics of our 
culture they can not only tap the 
springs of interest but they can 
strengthen and enrich the posi- 
tive values of persons yet to be 
born. 
All of this is important because 
in distribution we are dealing with 
ideas and values. We deal with 
products themselves only in the 
sense that we change their loca- 
tions and the quantities in which 
they are packed. The raw mate- 
tials out of which consumers jell 
decisions and take actions consist 
of all the ideas, customs, motiva- 
tions, needs and drives that shape 
our individual and group lives. The 
more thoroughly we understand 
them, the better are our chances 
not only of increasing the effec- 
tiveness of advertising but also 
of reducing the costs of selling 
and other costs of distribution. 


® This broader and deeper knowl- 
edge of people will provide the 
foundation on which increased ad- 
vertising skills can be constructed. 
I can remember the hue and cry 
that went up from creative people 
when marketing and attitude re- 
Search first came into vogue. Yet 
the record proves that these tools 
helped to pinpoint creativeness 
toward greater advertising effec- 
tiveness and better results. This 
will also be true as psychological 
and social research penetrate 
broader and more deeply. Here, 
too, the responsibility for trans- 
forming new knowledge into skills 
Tests initially with the agencies 
and for the very same reasons 
given before. 

The second consideration I men- 
tioned was that while increasing 
their specialization, advertising 
People must become sufficiently 
€xperienced in the other phases of 


distribution to evaluate and advise 


ter this maze, far more research | clients on the adequacy and qual- 


ity of these activities. As the prob- 
lems of distribution increase the 
need to criticize and weigh dis- 
tribution policies and practices 
will grow at the same pace. The 
tempo of business has been stepped 
up to the point where opinions and 
hopes can only lead management 
into costly and erroneous decisions. 


w Agencies have a direct interest 
in the results produced by adver- 
tising and should likewise be con- 
cerned about all related activities 
that air or hinder the effectiveness 
of their contributions. In the grave- 
yard of advertising campaigns are 
many that failed because the prod- 
uct was wrong, because the dis- 
tributors failed to follow through 
or because too little sales effort 
was put forth too late. These mis- 
takes can be avoided only if every 
phase of getting products from the 
plant, through the channels of 
trade, into the hands of consum- 
ers, and actually used, is planned, 
evaluated and executed on the 
basis of adequate and realistic cal- 


culations. 

Some agencies have tried to 
make up for the weaknesses and 
shortcomings of their clients by 
doing part of the distribution job 
themselves, or by getting the media 
to do it. This is economic folly. 
However, the media and the agen- 
cies can help advertisers to do an 
increasingly skilful job for them- 
selves. This is the role I am urging 
them to assume. 

All of this is important to you 
and me not only as business men 
but also as Americans. A guy 
named Joe is betting that our econ- 
omy will collapse. I, for one, am 
betting my life that it won’t. We 
are a resourceful people. That’s 
one of the results of freedom. 

We solved a lot of problems of 
invention and manufacturing. 
We're tackling our problems of 
distribution. And we seem to be 
making some progress on our prob- 
lems of human relations. In peri- 
ods of tension between garrison 
states, these are mighty potent 
battle weapons, whether Joe thinks 
so, or not. 


Sets Resort Hotel Drive 

Hotel 
Varadero, Cuba, has 
series of full-page ads in 37 major 
cities in the U. S. and 12 foreign 


Varedero Internacional, 
begun a+) 


69 


countries. Following the newspa- 
per drive, magazines, outdoor, ra- 
dio and direct mail will be used. 
Charles Anthony Gross, Miami, is 
the agency. 


Where do IOWA farmers 
look for information on 


Farm Machinery? 


For Latest Authentic Information 
Write IOWA FARM & HOME REGISTER 
Des Moines 4, lowa 


Have you a one® 


Sales grow fastest where families grow 
fastest. And young families obviously 
are the fastest growing families. 


Young families are having the most 
babies, are buying and equipping the 
most homes, need more of practically 
everything. 


Yet some advertisers—and their 
agencies—are still buying advertising 
with a “One side of the track mind.” 
They seem to have a blind spot co 
far as these young growing families 
are concerned and go right on buy- 
ing advertising in the magazines they 
like to read instead of the magazines 
that are edited exclusively for the 
millions of young women in America’s 
great working families. 


When you consider these young, 
growing families whose spendable in- 
comes are at the highest peak in 
history and who read almost exclu- 
sively the romance type magazines 


rue . 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


rhe 


-de2 


like TRUE CONFESSIONS, isn’t it 
logical and good business to put some 
of your advertising dollars over there 
on the other side of the tracks? 


TRUE CONFESSIONS and other 
romance type magazines are your 
passport to these ever growing fam- 
ilies. You simply cannot reach this 
market of young families through 
other magazines, because according 
to Starch Consumer Magazine Study, 
only about 5% of the readers of the 
women’s service magazines or the 
weeklies or the general magazines ever 


see a copy of TRUE CONFESSIONS. 


These families may not be on your 
side of the tracks psychologically or 
emotionally—but brother, don’t let 
that bother you. They’re today’s best 
market! Take a look over there across 
the tracks. There’s a lot of sales po- 
tential there and you need TRUE 
CONFESSIONS type magazines to 
sell them. 


1500, 00 ) 
GRowine 
FAMILIES 


track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bigelow-Sanford Carpet Company, Inc. 
Bristol-Myers Company 

California Packing Corp. (Del Monte) 
Carnation Company 

Clapp's Baby Food 
Colgate-Palmolive-Peet Company 
Gerber Products Company 
International Latex Company 
International Silver Company 

The Andrew Jergens Co. 

Johnson & Johnson 

Lever Brothers Company 

The Mennen Co. 

National Biscuit Company 

0-Cedar Corp. 

Pond's Extract Co. 

Procter & Gamble Company 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 
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NBC Names Two 


Wallace E. Hutchinson, formerly 
assistant sales promotion manager 
for American Broadcasting Co., 
San Francisco, has been named as- 
sistant to Mrs. Helen Murray Hall, 
manager of National Broadcasting 
Co.’s western division advertising 
and promotion department. Also 
added to the department is James 
G. Damon, previously with the ad- 
vertising department of Ford 
Motor Co., San Diego. 


DANNER 


ADVERTISING AND PUBLICATION 


rKts PRINTING 


Akron, Ohic 
FRED W. DANNER — PRESIDENT 


Schmidt Reprints Ad Guide 


E. F. Schmidt Co., 3420 W. Cap- 
itol Dr., Milwaukee, printer and 
lithographer, has _ reprinted its 
booklet, “How to Plan and Pro- 
duce Better Printed Advertising 
Material,” by the company’s house 
organ editor, Joe R. Schoeninger. 
Originally a series of articles on 
eleven different kinds of printed 
advertising material, the booklet 
includes discussions on annual re- 
ports, employe books, letterheads, 
point of purchase displays, dealer 
promotions and catalogs. Price is 

ZB 


Pember Leaves Macfadden 


William H. Pember, who has 
been on the advertising sales staff 
of Macfadden Publications for the 
past 16 years, has resigned. No 
successor has been appointed. 


5 oN 
en gant ! 
Pulse rating increases for 
4 1949 and 1950 show WCFL 
at the top of the list of Chicago 
tati month after month, — 
eens wines ak! 


Time costs remain economical— 


on WCEL. Most advertisers 
using spot announcements get 
tuned-in-homes at rates as__ 


low as 48 cents per |, 


ro 


© Linoleum City, a large floor covering concern, attributes 
a high percentage of its leads to programs on WCFL. 
Customers are reached not only in Chicago but in 
places like South Bend, Gary, Hammond, Racine, and 
many other outlying points. In fact, Linoleum City has 
heard from a listener in Pakistan, India. 

ee A large ice cream company sponsors a daily sym- 
phonic program over WCFL. A free program offered to 
listeners has been requested by 25,000 persons. . . posi- 
tive evidence of a tremendous, responsive audience. The 
account has just renewed for the fourth year. 


Call or write WCFL for availabilities, or see your 
Bolling Company representative. 


WCFL 


An ABC Affiliate 
50,000 watts * 1000 on the dial 
The Voice of Labor oa 
666 Lake Shore Drive, Chicago, Il. 
Represented by the Bolling Company, Inc. 


Agency's Responsibilities as Partner 
of Advertiser Told by John Sandberg 


(Continued from Page 68) 

“... he is responsible for the de- 
velopment and administration of 
advertising policies and programs 
for the Pepsodent Division aimed 
at building acceptance of brand 
names, increasing the sale of Pep- 
sodent products, and promoting 
sound trade and consumer rela- 
tions, at a cost within approved 
budgets.” 

‘The two brand men working 
with me share in this responsibil- 
ity. 


s In fulfilling our basic respon- 
sibility, we employ every facility 
at our disposal. I know of no busi- 
ness other than advertising, where 
three competent heads are better 
than one—providing, of course, 
that they are not on the same pair 
of shoulders. And I guess most of 
us in this business have met a few 
of that type. Perhaps the most im- 
portant of the facilities available 
to us are our advertising agencies. 

I have always looked upon my 
advertising agency with whom I 
am working as an integral part of 
the advertising operation of my 
company—even as a part, perhaps, 
of the advertising department. I 
like to think of us as bed-fellows 
working together in the common 
objective of selling more of our 
company’s products to more peo- 
ple. With this working relationship 
we have few secrets from our 
agencies, and we take them into 
our complete confidence as far as 
we possibly can. We certainly do 
this with our attorneys—so why 
not with our agencies? Some of 
you may say, “Well, can you trust 
these outside fellows that far?” 
My answer is, “If you can’t, you’d 
better get someone else—particu- 
larly if you want to make prog- 
ress.” 


s Let’s consider the first segment 
of my assignment—that of build- 
ing and maintaining company 
brands. Maybe I am a tartar, but 
I like to call upon our agencies for 
recommendations on all phases of 
our advertising and promotional 
activities. Not only do we expect 
them to develop the best, most 
effective advertising and prepare 
sound media schedules, but we 
solicit and welcome their recom- 
mendations for a complete follow- 
through on presentations to our 
sales organization, the trade and 
to the consumer at the point of 
sale. 

I do not want to give the im- 
pression that we rely solely on the 


agency for sales promotion plans 
since we call on other outside 
sources as well, but we do give 
them an opportunity to contribute 
to almost every phase of our mar- 
keting operation. 

I have always tried’ to be very 
careful on this point since I am 
aware that none of this effort nor- 
mally is subject to commission. Yet 
the agencies I have worked with 
have been willing to go along to 
the fullest extent. If their expenses 
on our account ever got too heavy, 
they certainly were not reluctant 
to bring up the subject, and we 
were able to work out an arrange- 
ment agreeable to both of us. But 
for the most part, they seemed to 
have welcomed the opportunity to 
work and consult with us on our 
complete plans. 


ws By having the agency prepare 
recommendations for point of sale 
and other promotional material, 
we seem to get a more complete 
follow-through on our copy themes. 
Our merchandising manager agrees 
that we also make better use of 
layout and art devices to give our 
entire promotion greater resem- 
blance—more of a family feeling— 
in a complete package. This makes 
for better coordination and tie-in, 
a complete follow-through with 
our key selling approach to the 
consumer. 

We consult with our agencies on 
market research projects and they 
collaborate with our market re- 
search department when called on. 
We welcome their suggestions on 
product improvements—particu- 
larly when they will give us a new 
copy handle. 

Although we engage the services 
of outstanding package designers, 
we also consult with the agencies 
in this field. Even though they 
may not contribute to the design 
itself, they prepare the copy to 
appear on the package. 


# Obviously, the amount of coop- 
eration an agency can provide de- 
pends on the size of your billings 
—unless special arrangements are 
made. I have always been fortu- 
nate in that the companies I have 
worked for seem to have had suf- 
ficiently large budgets to warrant 
extra-curricular service. However, 
even if your budget is small, I 
think you should be able to expect 
some additional help from your 
agency. How much to expect and 
how much you should pay, if any- 
thing, are decisions for you and 
your agency to work out together. 


Advertising Age, November 6, jgmadvertis| 


I appreciate that even with 
understanding it is possible toy 
too far in your requests of 
agency. I recall not too long 
when the vice-president of a laps 
agency in Chicago came to & 
with the report that one of my 
sociates had asked him to dg 
complete educational folder og 
new laboratory which had 
been built by the company wij 
which I was then affiliated } 
said, “John, we are willing to wor 
with you on anything that will help 
sell merchandise, but I'll } 
damned if I see how this glorifig,. 
tion of test tubes is going to . 
sell more of our products.” } . 
paid the out-of-pocket expefiga 
on this job. 


ws So, although my superiors ma 
feel otherwise, I fee] that the agen. 
cy shares with me the responsibj. 
ity for building and maintaining 
the sales of our company brands} peCcORD- 
Their attitude has indicated tha} qlturist | 
they accept this responsibility, angj buck, !nt 
we are able to work togethes sone! Mi 
toward that end in what I beliey 
to be a comfortable and compati 


the repo! 
tor of the 


company reputation and the exten} ” 
of the agency’s responsibility is ng 
quite so clear or tangible. In thd. 
first place, we do not have an ip- 
stitutional advertising program a 
U. S. Steel, U. S. Rubber, General 
Motors, Ford and a number of 
other large manufacturers do. Con- 
sequently, we rely on our produc 
advertising, our public relations} 
with our employes, our standing in 
the community where we have 
plants and offices, our dealings 
with the trade and on other phases 
of public relations to build and 
maintain our company reputation. 

Our public relation activities are 
handled by our own public rela- 
tions department and even her, 
our agencies collaborate with them 
on publicity plans for both prod- 
ucts and promotion. But I’ll pass 
this point and confine my remarks 
to our advertising and the bearing 
it has on the public’s conception 
rof us as a company. 
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@ Since our advertising is our bes 
foot forward as far as company 
reputation goes, we try to keep il 
clean, honest and convey a feel 
of quality and prestige. We lik 
to point out that we provide g 
values in our merchandise. We t 
to slant our appeals to indicate tha 
the use of our products will con 
tribute to a better way of life. 
Since the agencies prepare t 
copy and layouts for our visu 
advertising and usually recom- 
mend and produce our radio pro 
grams and prepare their commer- 
cials, they certainly share in the 
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responsibility of building and 


more sales! 


Topeka, Kansas 


KANSAS FARMER— 
The Business Paper 
of Kansas Farmers 


It takes professional skill and business 
planning to be a successful farmer 
today. To keep abreast of farming de- 
velopments, Kansas farmers look to 
Kansas Farmer. Through many years’ 
experience they know they can depend 
on the information they find —and the 
brands advertised on its pages. Get 
your brand name on the list of these 
farming businessmen—and cultivate 


KANSAS FARMER 


Published by Capper Publications, 
largest agricultural press in 


Editorial and Business Office, 
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dvertising Age, November 6, 1950 


brands} RECORD—Interested in the ranking of their ads in Study No. 13—Wisconsin Agri- 
ted thal cuiturist & Farmer’s—in the continuing study of farm publications are W. L. Nina- 
lity, and 
together 
| believe 


buck, International Harvester Co.; R. E. 
tional Milling; and John T. Urice, H. W. 


aAatt 


tor of the Advertising Research F 


Thompson and William King Jr., Interna- 
Kastor & Sons. They had a close look at 


the report when it was presented in Milwaukee by A. W. Lehman, managing direc- 


. which ducts the studi 


npatible 


with the Agricultural Publishers Assn. 


in cooperation 


maintaining the company reputa- 
tion through this means. 

As a division of a parent organ- 
. fization—Lever Brothers Co.—per- 
Thaps our problems of maintaining 
company reputation are somewhat 
different from those of you who 
represent individual corporations. 
| will not attempt to cover the 
parent company’s objectives and 
.|procedure in this connection since 
itis not my responsibility. How- 
ewer, aS a division, we attempt to 
contribute to the general attitude 
of quality, confidence and integrity 
which I do know that Lever 
} Brothers wishes to implant in the 
minds of the consumer. For ex- 
“jample, the line, “Another fine 
‘product of Lever Brothers Com- 
pany,” is carried in our printed ads 
and is also written into our radio 
commercials. 

Other than these specific ref- 
ences, there is very little else 
that the agencies are required to 
do to help promote the company 
reputation. If our policy or ap- 


proach on the institutional front 
should change, rest assured that 
we will call on our agencies for 
recommendations and assistance. 

In the meantime, we work very 
closely together on our mutual ob- 
jectives as we see them now. I 
hope I have given you the impres- 
sion that we think the agency’s 
responsibility is to go all the way 
with us—because that’s the way 
it is. 


Two Sign For News Program 


Bond Stores, through Neff-Ro- 
gow Inc., New York, and Dolcin 
Corp., proprietary pharmaceuti- 
cals, through Victor Van der Linde 
Co., New York, have signed to 
sponsor Monday through Friday 
broadcasts of “Ten O’Clock Wire,” 
over the Columbia Pacific Net- 
work. The news program is heard 
from 10 to 10:10 p.m. Bond’s 
sponsorship of the Monday, Wed- 
nesday and Friday portions began 
Oct. 30. Dolcin sponsorship on 
Tuesday and Thursday started Oct. 
31. 


1950 


is the 


LAFAYETTE JOURNAL and COURIER. 


ww 


pin 
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Today's Biggest and Best Buy 


in Northwestern Indiana 


Network Gross Time Charges 


Source: Publishers 


RADIO 
Nine Nine 

September September Months Months 
1950 1949 1950 1949 
American Broadcasting Co. $ 2,418,984 $ 3,077,282 $ 26,417,997 $ 31,874,690 
Columbia Broadcasting System 5,849, 4,997,280 51,068,664 46,301,592 
Mutual Broadcasting System yore 4 1,178,388 11,887,529 13,710,341 
National Broadcasting Co. 4,416,328 4,829,768 348, 47,226,275 
Total $13,931,561 $14,082,718 $135,722,285 $139,112,898 

TELEVISION 
American Broadcasting Co. 482,912 $ 155,480 $ 2,885,814 $ 740,795 
Columbia Broadcasting System 888,431 271,938 6,164,692 1,609,718 
DuMont Television Network * 91,556 * 644,197 | 
National Broadcasting Co. 2,145,554 470,080 11,830,309 3,500,636 
$ 3,516,897 $ ,054 $ 20,880,815 $ 6,495,346 


Total 
*Not available. 


Information Bureau 


Broadcasters Elect Warren 

Kentucky Broadcasters Assn., 
Hopkinsville, Ky., has _ elected 
Charles Warren, WCMI, Ashland, 
as president. Other officers in- 
clude: J. M. Betts, WFTM, Mays- 
ville, lst vice-president; Joe Eaton, 
WKLO, Louisville, 2nd vice-pres- 
ident; and Hugh O. Potter, WOMI, 
Owensboro, reelected secretary- 
treasurer. 


Barron R. Proctor Elected 
Credit Group President 

Barron R. Proctor, treasurer and 
comptroller of Lennen & Mitchell, 
New York, has been elected presi- 
dent of the Advertising Agency 
Credit Group, an affiliate of the 
New York Credit & Financial 
Management Assn. He succeeds 
Dixon B. Griswold, assistant treas- 
urer of McCann-Erickson Inc., 


71 


who had been president of the 
group since its inception three 
years ago. 

Thirty-four New York agencies, 
representing a combined annual 
billing of approximately $600,000,- 
000, comprise the Advertising 
Agency Credit Group. 


WINS Appoints Kirwan 


Henry G. Kirwan, formerly 
with Hearst Radio and most re- 
cently with Peat, Marwick, Mit- 
chell & Co., public accountant, has 
been named business manager of 
WINS, New York, replacing K. T. 


| Murphy, who was transferred to 


Cincinnati as controller of Crosley 
Broadcasting Corp. The new ap- 
pointment was announced by Wil- 
mot H. Losee, who was recently 
advanced from sales manager and 
co-director of WINS to general 
manager of the station. 


Moore to O'Neil, Larson 


Benjamin Moore & Co., Toronto, 
paint manufacturer, has appointed 
O’Neil, Larson & McMahon, To- 
ronto, to handle its account. A 
campaign is scheduled to start in 
February. 


Penetration 


in the 


Medical Market 


é 95%", the Doctors read 


» 837% pay attention to the advertising 


Modern Medicine 


in Modern Medicine 


Modern Medicine is 


é THE ONLY publication that reaches 


ALL practicing physicians in the 
United States under 65 years of age 


For the 9th consecutive year, Modern Medicine 
has carried more advertising than 
any other monthly or semi-monthly medical 


195% INCREASE 


LAFAYETTE RETAIL BUSINESS VOLUME 
(PERIOD 1938-48 — U. S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


publication in the world. 


MODERN MEDICINE 


84 South Tenth Street, Minneapolis 3, Minnesota 


New York: 50 East 42nd Street 
Chicago: 20 North Wacker Drive 

San Francisco: Mills Building 

Los Angeles: 2978 Wilshire Boulevard 


GUAFAYETTE JOURNAL ano COURIER 


LAFAYETTE, INDIANA 


% Study conducted by National Analysts, Inc. — Copy on request 
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Building Drug Products into Leaders 
Is Specialty for Cecil & Presbrey 


New York, Nov. 1.—‘Amm-i- 
dent second in drug store sales!” 
the headline on the ad in drug 
trade papers said last month. And 
Block Drug Co. threw in a chart 
to show how Amm-i-dent, intro- 
duced just 24 months ago, climbed 
into the spot just behind Colgate, 
perpetual leader of the dentifrice 
field. 

Amm-i-dent’s rise showed the 
power of full-throttle promotion, 
because Amm-i-dent broke full 
pages in newspapers without any 
previous testing of copy themes, 
broke when distribution was still 
being completed, broke in order 
to beat the horde of ammoniated 
dentifrices which were due to hit 
the market. 

And because of its phenomenal 
acceptance, Amm-i-dent’s rise 
focussed attention on its adver- 
tising techniques, on the agency 
which handled the campaign— 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Seton -— bonne known 
as DIRECT SELLING — is building 
ot sane quickly for many manu- 
It may be your answer to 
dwindling volume, vanishing profits, 
soarin and cut t competi- 
tion. Direct Selling is fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-39, 28 E. Jackson BI., Chicago4, Ill. 


Cecil & Presbrey—and finally on 
C&P’s drug group. 


ws “Drug group” is perhaps a mis- 
nomer, since the people in it are 
insistent that no concept of “agen- 
cy within an agency” exists. But 
the work on Block Drug, and the 
work on Union Pharmacal, Carter 
Products and Bymart (the last 
supervised by David Lyon), was 
very largely done by a compact 
unit of people who work only on 
drug products. 

Its head is Samuel Dalsimer, 
C&P vice-president, and a soft- 
spoken and slow-talking drug 
marketing expert. He has been 
close to Block’s marketing prob- 
lem since he joined C&P. The agen- 
cy has had the Block business for 
ten years, and Dalsimer worked on 
the launching of Polident with an- 
other agency. 

The “drug group” takes a new 
product from the very start, nurses 
it through Federal Drug Adminis- 
tration clearances, sees to its label- 
ing and other basic beginning 
problems. Later much of the work 
done on the account will be done 
by the agency generally, but con- 
tact, art, copy and research will 
continue to be done by the group. 


a C&P has put Amm-i-dent and 
Poli-Grip on the market for Block, 
Inhiston for Union, Billow for 
Carter Products, and Tintair for 
Bymart Inc. Tintair is considered 
somewhat apart from the drug 
group, as a “cosmetic,” although 
copy and art are handled by the 


WORCESTER‘S WONDROUS TWINS 


a 


Who's Cooking In 


Here’s a good recipe for tempting Worces- 
ter’s keen appetites into readership response. 
In answer to a recent coupon offer by these 
newspapers, of a series of 24 cookbooks at 
15¢ each, over a quarter million copies were 
sold —real evidence of a desire for better 
methods of preparing food and new things 
to eat. Families in this active Central New 
England Market work hard and eat heartily. 


2. intensive 


newspaper 
coverage 


As the 32nd county in the nation in food sales, 
the average Worcester family’s annual grocery 
bill totals $880, 25% greater than the national 
family average.* 

Whet the buying appetites of this market 
through the responsive readership of the 
Worcester Telegram-Gazette. Daily circulation 
in excess of 140,000. Sunday over 100,000. 


*Copyright 1950, Sales Management Survey of Buying 
Power; further reproduction not licensed. 


Th: TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS _— 
: GEORGE F BOOTH Pubisher- ne 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


CONTACT—This is the account executive group specializing on drugs at Cecil & 
Presbrey. Seated, Sam Dalsimer, vice-president; standing, left to right, Ed Cauley, 
Joe Lieb and Arch Foster. 


group. 

Although it has had this much 
experience with new products, the 
group still has no set pattern for 
bringing a product into the mar- 
ket. It holds that newspapers, sup- 
plements, magazines and radio all 
contribute. Opening copy frequent- 
ly goes into newspapers—partially 
because they are flexible and can 
be shaped into a distribution pat- 
tern, partially because Mr. Dalsi- 
mer considers there is a definite 
relation between a new product 
and news. 


a The agency is committed to test- 
ing, and the group is continually 
running tests on its products and 
on the copy it uses. Yet Amm-i- 
dent and Inhiston were thrown on 
the market without benefit of test; 
and both companies had practical- 
ly no salesmen, relying on drug 
jobbers. 

The agency likes to use split- 
runs in newspaper magazines and 
supplements, but the general feel- 
ing of the drug group is thaf—so 
long as the test is confined to 
readership of copy—it’s a good 
first step. Newspaper magazine 
sections are used as a testing 
ground for national magazine copy. 

The group has its functions 
loosely drawn. Mr. Dalsimer was 
originally a copywriter and, al- 
though he supervises accounts, he 
does work on creative material. 
Guild Copeland, a vice-president, 
is the creative head, but he may 
work on media, or handle the pre- 
sentation to a client. Most of the 
people in the group were as- 
sembled after 1946, the year Mr. 
Copeland came to the agency. The 
group includes account executives 
Ed Cauley, Joe Lieb, Arch Foster, 
S. L. O’Donahue; art director Ed 
Jaccoma; copywriters Graeme Mc- 
Leod and Virginia Dexter. 


s The first product on which the 
group worked was Poli-Grip, 
launched in 1946. Up to that point, 
denture preparations had stuck to 
small-space ads, using lots of type, 
drawing their readers with such 
succulent headlines as “Plates 


ONE 
NEWSPAPER 


Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
spend $15 billion every year on prod- 
ucts you sell. And one medium deliv- 
ers the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America. 
Whatever you sell, you can sell it to 
Negroes better in the new Courier. 
Always a leader, always expanding— 
the Courier’s new addition of popular 
4 color comics and exciting magazine 
section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large and responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 
Negroes more, write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 


Rock and Wobble?” 

Block decided to give the field 
importance, figuring—rightly as it 
turned out—that little was so im- 
portant to someone who wears 
false teeth as having them stay in. 
Accordingly, Block kicked off with 
Poli-Grip in full-pages in tabloid 
newspapers, 1,200-line ads in regu- 
lar newspapers. Staze, Poli-Grip’s 
top competitor, likewise used 
major space in its drive. 

The big drive paid dividends. 
Poli-Grip went into first place 
among denture adhesive creams, as 


they are chastély known in the 


3% 


CREATIVE—Copy and art for the drug campaigns comes from this group: Virginia 


Guild Copeland, vice-pr 


Advertising Age, November 6,' , 


pouring in from dealers by 
gram. 

The company still operate 
without salesmen, but does a larg 
and meticulous job of “detailing 
the dentists of the country, 
successfully did Block’s men de 
tail, that a dental business pape 
has reported that nine out of te 
dentists now recommend ammozi. 
ated dentifrices, as well as tha 
Amm-i-dent is the top bran 
among the ammoniated products 


s Union had no salesmen when jj 
threw Inhiston into competition 
although it has some now. Carte 
also operates without a sales forge 
While companies without salesmen 
are by no means uncoinmon in the 
drug trade, they must oppose some 
giant companies which have bat. 
talions of men at work, and this 
means their advertising mus 
carry a much heavier load. 

All antihistamines, including In- 
histon, took a great deal of bad 
publicity last year, when they 
moved on the market with mor 
publicity than public understand. 
ing. Nevertheless, Mr. Dalsimer 
thinks antihistamines have a oad 
future. The potential of the drug 
for summer use against allergy 
wasn’t exploited this year; com- 
paratively little advertising sup- 
port was given Inhiston or its 
competitors. Ethical antihistamines 
did very well during hay fever 
season. 


es The group hasn’t unleashed any 


t, and Ed Jaccoma, art director. 


Dexter, writer; 


Graeme Mcleod, a writer who works with the group, is missing from the picture. 


drug trade, and has never been} 
headed. The big space is still run- 
ning and sales continue to increase 
year by year. 


# In its willingness to depart from 
custom, Block Drug is definitely 
unusual, C&P executives say. Most 
of this eagerness to try a new ap- 
proach stems from Melvin Block, 
who Mr. Dalsimer describes as 
“liking drug copy and darn good 
at it.” In fact, he adds, “if Mel 
Block weren’t a drug company 
president, he could hold a top copy 
job at any agency in town.” 
When it is recalled that Block 
threw Amm-i-dent on the market 
without salesmen to do missionary 
work in front of the revolutionary 
product, Mr. Block’s willingness to 
bank on advertising becomes ap- 
parent. Advertising had to do 
nearly the whole job; as the ad-| 
vertisements broke, orders were! 


startling new techniques, but i 
has made good use of the “unre+ 
hearsed” commercial on Amm-i- 
dent’s “Quick As a Flash” on ABC 
As the audience gathers in the 
auditorium, women who use Amm- 
i-dent are asked to raise thei 
hands. The agency selects one, 
quickly fills out a questionnairé 
on home address, children, ete, 
which goes to the m.c. At t 
middle commercial, the m.c. 
the woman for her experi 
with Amm-i-dent, and she is per 
mitted to respond very much 
she wishes. 

C&P uses the technique f 
Philip Morris daytime shows also 

The agency would like to use it 
for Amm-i-dent on television, bu! 
so far has been unable to make the 
technique click on TV. For om 
thing, the television camera pick 
up the woman’s nervousness, 
uncertain movements with 
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540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 


FOR ADVERTISING 


410 N. MICHIGAN AVE. @ 111 E. DELAWARE ST. 
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TINTAIR COLORS YOUR HAIR 
10 YOUTHFUL GLOWING BEAUTY 
WITH NO CHANCE OF ERROR 


ied 


| Se Oe, 


Ammident ‘looth Paste 
Here to Reduce Decay’ 


Over 100 million Inhiston Tablets sold to 


STOP. 
COLDS 


Amazing results with new Drug 


108s ERD RENTER ess Ine see —r8ETy 


C&P PRESENTED—Every one of these drug and cosmetic products except Polident 

was new to the market, and these ads represent the ice-breaking campaigns. Tin- 

tair is considered a cosmetic, and is handled outside the drug group, although its 
copy is written by drug writers. Billow is still testing. 


hands, with deadly accuracy; sec- 
ond, she tends to lose all natural- 
ness when she is aware of the 
camera pointed toward her; final- 
ly, the split-second timing of the 
TV show prohibits the same 
leisurely, meandering answers 
which sound so plausible in radio. 


Bates Shifts Peterson 


H. Austin Peterson, partner in 
charge of the Hollywood office of 
Ted Bates & Co., has moved to the 
New York office as supervisor of 
radio and television. Frank O’Con- 
nor, previously assistant to Mr. 
Peterson, will head the agency’s 
Hollywood operation. 


Essick to Church More 


Essick Mfg. Co., Los Angeles, 
manufacturer of building equip- 
ment, has appointed C. Church 
More & Co., Los Angeles, as its 
agency. Newspapers, magazines, 
trade publications, direct mail and 
point of purchase material will 
be used. 


Clark Succeeds Seedort 
Robert P. Clark, formerly with 
J. N. Hickerson Inc., succeeds 
Chauncey C. Seedorf, retired, as 
secretary-treasurer and member of 
the board of directors of Robert 
W. Orr & Associates, New York. 


Welch to Doherty, Clifford 

Welch Grape Juice Co. has ap- 
pointed Doherty, Clifford & Shen- 
field, New York, to handle its ac- 
count. Lennen & Mitchell was the 
previous agency. 


ACETATE ENVELOPES 
PROTECT AND PRESERVE 
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‘ + guenrie.D PLASTICS, INC. 


35 DE Witt STREET, BEAVER FALLS, N.Y. 


U.S. 1. to Spend $400,000 
to Promote Anti-freezes 

U.S. Industrial Chemicals Inc. 
is spending in excess of $400,000 
this fall to promote its new U.S. I. 
Permanent and Super Pyro anti- 
freeze products in the company’s 
35-state sales area. The campaign 
broke last month in The Saturday 
Evening Post with a spread, fol- 
lowed by regular, smaller in- 
sertions in SEP, Look and Collier’s 
through November. 

An intensive radio spot cam- 
paign, staggered according to cold 
weather arrival, will be aired over 
approximately 100 stations through 
December, and some 2,700 24-sheet 
outdoor posters will be used. Gey- 
er, Newell & Ganger, New York, 
is the agency. 


Quarterly Going Monthly 


Your New Baby, a quarterly 
published by Parents’ Institute, 
New York, will become a monthly 
beginning in February, 1951. Ad- 
vertising rate per b&w page will 
be $1,500 for the monthly as com- 
pared with $2,225 for the quarterly. 
A new circulation guarantee of 
250,000 copies per issue yearly 
average was also announced. For- 
merly, 400,000 copies were dis- 
tributed each quarter. Your New 
Baby is sold to infants’ depart- 
ments of department stores and to 
diaper services, which give the 
magazine to new and expectant 
mothers. 


Best Foods Signs Series 


Best Foods Ltd., Hamilton, Ont., 
is sponsoring a telephone quiz 
show, “Who’s Talking?” for its 
Nucoa margarine, over six Cana- 
dian stations beginning Oct. 30. 
Packaged by Hal Tate Produc- 
tions, Chicago, the show is aired 
daily over CFRB, Toronto; CKWS, 
Kingston; CKOY, Ottawa; CHEX, 
Peterborough; CFPL, London, and 
CHML, Hamilton. F. W. Hayhurst 
Co., Toronto, handles the Nucoa 
account. 


Nicholson File Ups Neal 

Nicholson File Co., Providence, 
R. I., has named Edmond A. Neal 
domestic sales manager. Mr. Neal, 
formerly assistant director of sales, 
assumes the duties of Harry L. 
Whitney, director of sales, who has 
resigned. 


WHAY Lists New Hours 


WHAY, New Britain, Conn., has 
discontinued its round-the-clock 
operations. The independent 5,000- 
watt station now signs off at 11 


p. m. nightly. 


Ad Council Devotes 
New Heritage Ad to 
Gettysburg Address 


NEw York, Nov. 1—‘“The world 
will little note, nor long remember, 
what we say here.” 

Lincoln was something of a 
prophet in his Gettysburg Address 
in November, 1863. A recent sur- 
vey indicates: 

“More than 7,000,000 adults have 
never heard of the Gettysburg Ad- 
dress...16% of those who have 
heard it cannot identify the speak- 

.54% are wrong about the 
occasion ... guesses about the ex- 
act date cover 185 years...” 

Now, to commemorate the his- 
toric address, the Advertising 
Council, in cooperation with 
American Heritage Foundation, is 
making available to newspapers 
and advertising associations proofs 
and free mats of a 1,000-line ad 
written around the Address. 

The ad is part of the council’s 
American Heritage campaign 


aimed at inducing “a more active 
citizenship by making people more 
aware of the value of our heritage 
of individual rights and liberties, 
and of the need, at this critical 
point of world history, to pre- 
serve them.” 

The Address copy first appeared 
in a special issue of “Wedge,” 
house organ for Batten, Barton, 
Durstine & Osborn. 


Thompson Offers Booklet 


J. Walter Thompson Co., New 
York, has published a booklet ex- 
plaining its consumer purchase 
panel. The panel, according to the 
agency, puts on record the daily 
buying habits of 5,000 representa- 
tive families and provides mar- 
keting data available in no other 
way. The booklet is being offered 
to advertisers. 


Joins Sherman & Marquette 


Bryan Houston, previously ex- 
ecutive vice-president of Lennen 
& Mitchell, has been appointed ex- 
ecutive head and director of the 
New York office of Sherman & 
Marquette, effective Nov. 1. 
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TF Club Sponsors Awards 


The TF Club, Cleveland group 
of business paper space salesmen, 
is promoting a competition among 
local advertisers for the most ef- 
fective advertising in business pa- 
pers. Selection of winners will be 
based on results obtained in terms 
of the original objective for which 
the advertising was planned. 
Judges will be Bennett S. Chapple 
Jr., assistant vice-president, U.S. 
Steel and president of the NIAA; 
William A. Marsteller, vice-presi- 
dent, Rockwell Mfg. Co.; and Ster- 
ling Graham, general manager of 
the Cleveland Plain Dealer. Win- 
ners will be announced Dec. 7. 


Appoints Lowe & Stevens 


Atlanta Transit Co. has ap- 
pointed Lowe & Stevens, Atlanta, 
as its agency. Plans for the re- 
mainder of the year call for news- 
papers, direct mail and car cards. 
The agency also will handle pub- 
lic relations for the company. 


Goldsberry Moves Offices 


D. L. Goldsberry & Co., Kansas 
City agency, has moved its offices 
to 20 W. Ninth St. 


LOn 
1133 £. KIBBY ST. 
signs. 
4 
1 sign program. 
NAME 
FIRM 
_ STREET 


CITY & STATE 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


He appreciates that five times as many 
people know where to buy nationally advertised 


products when advertised at point-of-purchase by 
dealer signs . . that national advertising thus becomes 


five times as effective**. 


He furthermore knows that 


dealer signs increase sales by 14.6%**. 


when he goes to Artkraft* for his dealer signs, be- 
cause he knows that Artkraft* dealer signs are 
999/1000 perfect**; that a sign of Artkraft* quality 
establishes customer confidence . . . builds sales! 


Do as America’s outstanding merchandisers . . . go 
to Artkraft* for unprejudiced, authoritative advice. 
Our engineering staff will prepare for you, without 
obligation, a color sketch of a distinctive sign that 


exactly fits your needs. 


DIVISION OF ARTKRAFT* MANUFACTURING CORP. 
Please send, without obligation, details on Artkraft* signs. 
We are interested in a quantity of outdoor neon dealer signs. 


We are interested in a quantity of Porcel-M-Bos'd store front 


(J Please send instructions on how to set up a successful dealer 


ee 


**Proved by certified research. 


* SIGN COMPANY 


LIMA, OHIO 


*Trademark Reg. U. S. Pat. Off.. 
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Royal Metal Names Two 
Royal Metal Mfg. Co., Chicago, 


manufacturer of metal furniture, | 


and Royal’s subsidiary, Deluxe 
Metal Furniture Co., Warren, Pa., 
have named Hobart A. Green as 
president. Mr. Green has been 
vice-president in charge of sales of 
Royal for the past three years. 
Joseph K. Salomon has been 
named president of two Royal 
subsidiaries on the West Coast: 
Royal Metal Mfg. Co. of California 
and Hudson Beauty Furniture Co., 
Los Angeles. . 


SAVES 
SIGN-MAKING 
cosTs 


Amazing, New. 


CRABS ATTENTION 


Write y, on your letter- 
head, for FREE SAMPLE, com. 
plete information and low prices 
Gordon Plastic Products Corp. 
Dept. A Ossining, 


MAKE YOUR OWN 
SIGNS THE MOMEN 
YOU NEED THEM 


| Borden, General Foods 
Plan NBC-TV Programs 


| Borden Co., New York, will | 
sponsor Peter Lind Hayes and 
Mary Healy in a 30-minute TV 
program over NBC starting Nov. 
23. Time—Thursdays at 8:30 p. m., 
EST—was bought through Kenyon 
& Eckhardt. This show was to have 
been aired at a late evening hour 
over CBS but the network re- 
portedly had difficulty clearing 
stations. 

NBC also snared the General 
Foods afternoon daytime show. 
This half hour three times weekly 
series, starring Bert Parks, started 
Nov. 1 at 3:30 p.m., EST. Young 
& Rubicam is the agency. 


Chapin Shifts to TV Sales 


Schuyler G. Chapin, formerly 
publicity director of NBC’s AM, 
FM, TV stations in New York, has 
joined the network’s national spot 
sales department as a TV account 
executive. Wini Schaefer, pre- 
viously press representative for 
the New York stations, will re- 


| 


place him as publicity director. 


St. Petersburg’s 
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Push-Button Controls Miedonne Ride 


Willy 
Sigs THE SUNSHINE 
4 Y N 

AZ NEWSPAPER 


Gives away its Home Edition absolutely free te 
everybody every day the sun does not shine on 
St. Petersburg. The record is 181 issues in 40 
ears, averaging 4'/2 papers a year. The last 
Se edition was March 22, 1950. 


Climate 
is the finest 
in the world 


EDITORIAL APPROACH—The 14-page Hudson section printed in 
the Detroit Free Press Oct. 20 in connection with introduction of 
‘51 models was unique in appearance. Labeled on the front page 
as the “Hudson Motor Co. Advertising Section,” all 14 pages 
looked like editorial picture pages, with no conventional display 
advertising. This spread gives a good idea of how ads were 


handled—all in picture and text fashion. Eight suppliers—George 
W. Borg Corp.; Bendix Aviation; Gemmer Steering; Barnes-Gib- 
son-Raymond; Detroit Harvester; Eaton Mfg. Co.; Sparton; Good. 
year—are represented in the “picture and text ads” on these 
two pages. The idea was conceived by Elliott Shumaker, Free 
Press general advertising manager. 


We gave away 181 Home Editions 
in 40 Years to prove our point 


The “Sunshine Offer'’ was forty years old on 
September Ist. During this time it has proved to 
the world that this city deserves its nickname, ‘‘The 
Sunshine City."’ This is one of the reasons why the 
Evening Independent is the favorite newspaper in 
so many homes. 


The Evening Independent 


St. Petersburg’s Family Newspaper 
Represented Nationally by 


NRDGA Will Judge 
Ad Contestants on 


Record of Success 


New York, Nov. 1—Details of 
the annual contests to determine 
the year’s best retail newspaper 
ads, radio programs and displays 
were revealed last week by How- 
ard P. Abrahams, manager of the 
sales promotion division, National 
Retail Dry Goods Assn. 

The newspaper advertising con- 
test, being staged by the NRDGA 
in cooperation with the Newspa- 
per Advertising Executives Assn., 
will depart from past custom with 
entries being judged solely on the 
basis of success as selling or in- 
stitutional media. Awards will be 
presented in classes A, B, and C, 
representing advertisements en- 


Five Name Strauchen Agency 

New accounts added by Strau- 
chen & McKim Advertising Agen- 
cy, Cincinnati, are: Valley Shop- 
In and Hamilton Copper & Brass 
Works, Hamilton, O.; Alba Tube 
Starch Co., Cincinnati; and M. 
Werk Co., Cincinnati, Werko wash- 
ing machine cleaner. The agency 
also has been named to handle the 
entire account of George Wide- 
mann Brewing Co., Newport, Ky., 
effective Dec. 1. The brewery’s 
newspaper advertising was former- 
ly handled by Venable-Brown Co., 
and its outdoor by Turner Adver- 
tising Co. 


Set Editorial Meet 

The 12th annual fall meeting of 
the National Editorial Assn. will 
be held at the Sheraton Hotel, 
Chicago, Nov. 9-11. Principal 
speakers will be Charles F. Ketter- 
ing, director of General Motors 


Corp.; Albert E. Pacini, Melamed- 
Hobbs Inc., Minneapolis agency; 


DeLISSER, INC. 


New York Chicago Philadelphia Atlanta 


tered by stores with annual vol-| Louis B. Seltzer, editor of the 
umes of under $2,000,000, between Cleveland Press; and Norman H. 
$2,000,000 and $5,000,000, and over | Strouse, vice-president and De- 


COLOR 
PROCS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service — Ad-settine, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 


PHONE Whitehall 4-2300 
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ORPORATION. 


|appointed Atlantic Advertising Co., 


Winning ads will be exhibited at | 
the 40th annual NRDGA conven- 
tion to be held at the Hotel Statler, 
Jan. 8-12, 1951. Entries must be in | 
the hands of NRDGA’s sales pro- | 
motion division, 100 W. 31st St. 
here, by Dec. 11. | 


a Comparable stipulations apply 
to the submission of retail radio) 
programs in the radio contest. As 
in the case of newspaper ads, en- | 
tries are limited to NRDGA mem-_ 
ber stores, with syndicated pro-| 
grams and special shows not eligi- 
ble. 
The convention will also feature 
an exhibition of the winning | 
photographs of outstanding win-| 
dow and interior displays entered 
by NRDGA member stores in the 
association’s display contest. 


BBDO Gets B&M Account | 


Burnham & Morrill Co., Port- 
land, Me., is switching its ac-| 
count from Charles W. Hoyt Co., | 
New York, to Batten, Barton, Dur- 
stine & Osborn, effective Nov. 15. | 
BBDO’s Boston office plans to use | 
newspapers, magazines, radio, tele- 
vision and trade publications to/| 
advertise B&M baked beans, brown | 
bread, sea foods, vegetables and 
specialties. 


Atlantic Gets Sanita Co. 
Sanita Paper Products Co. has 


New York, to handle its promo- 
tion. No plans have been an- 


nounced. 


$5,000,000. | 


troit office manager of J. Walter 
Thompson Co. 


Sponsors Wrestling Series 


Packard-Bell, Los Angeles, ra- 
dio and television manufacturer, 
has signed to sponsor Tuesday 
night telecasts of wrestling 
matches over KPIX, San Francis- 
co. The 26-week schedule, placed 
through Goldthwaite-Smith Ad- 
vertising, San Francisco, began 
Oct. 24. 


To Conner, Walker, Jackson 

California Turkey Sales Com- 
mittee and the California Turkey 
Growers Assn., San Francisco, 
have appointed Conner, Walker, 
Jackson & McClure, San Francis- 
co, to direct a newspaper, radio and 
television campaign to start early 
in November. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St. Chicago 5. Uling 
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(Continued from Page 1) 
seldom equaled by national ad- 
yertising. 

Accordingly he recommended 
operative advertising, with “ex- 
pert agency direction and follow- 
up, and on a commissionable 
pasis.” Cooperative advertising is 
not intended to supplant other 
forms of consumer advertising, he 
said, but could easily be financed 
by trimming “wasteful” expendi- 
tures, and he cited display and 
promotional material and “time- 
wasting” specialty salesmen. 

He outlined these suggestions: 
(1) Write co-op ad agreements 
dealing with specific performance; 
(2) price merchandise fairly, in- 
stead of parceling ad allowances 
to all accounts and over-pricing; 
(3) tie in co-op with consumer 
advertising, trying to place adja- 
cent to distributor ads; (4) co-op 
ads should have benefit of agency 
research and talent; (5) never 
mind co-op arrangements on low- 
yolume items; (6) co-op arrange- 
ments based on cents-per-case are 
self-defeating—“if space is paid 
for on the basis of the national 
line rate, and merchandise is 
priced apart from advertising con- 
siderations, distributor support 
could improve.” 


s Harry S. Sylk, president of 
Sun Ray Drug Co., outlined for the 
group the merchandising expedi- 
ents adopted by his stores during 
the war. Samples: Stamp machines 
were thrown out, stamps were 
advertised in an effort to build 
traffic; clerks were told to give 
change to customers who wanted 
to make a telephone call all in 
nickels; nylon allocations were 
saved until their sale could be 
advertised lavishly. 

Mr. Sylk urged manufacturers 
to use ingenuity and to study the 
retailer’s needs. 

In a question session, he agreed 
that co-op advertising was useful, 
and gave a qualified acceptance to 
magazine consumer promotions, 
adding that they boosted sales pro- 
vided the manufacturer “really got 
behind them and made them mean 
something.” 


8 Robert F. Degen, Ted Bates Co., 
reported that “many manufac- 
turers who became jittery and ex- 
cited right after the Korean War 
started and cut advertising and 
sales promotion budgets are now 
finding themselves forced to spend 
more money to get straightened 
out... Manufacturers who... al- 
lotted their products where it 
seemed necessary, and continued 
their advertising and merchandis- 
ing programs as originally planned, 
are now coming out all right.” 
John E. O’Brien, director of 
grocery merchandising of Ruth- 
trauff & Ryan, described how the 
full weight of an advertising pro- 
gram can be merchandised to dis- 
tributors. 
He showed, as an example of fast 
footwork in an uncertain economy, 
Lever Bros.’ whole line premium 
deal, in which $5 worth of knives 
ls offered for $1 and two wrappers 
or boxtops from any Lever prod- 
uct. It was originally conceived as 
a single-product promotion, called 
off when Korea put the item in 
short supply, then reinstated for 
the full line when it became ap- 
Parent that selling would be 
hecessary. 
“It’s probably the last knife 
deal we’ll have for a while,” he 
commented, adding, “You prob- 
ably couldn’t get these knives 
how.” 


& The panel was headed by Law- 


tence Valenstein, president, Grey 


Eastern 4 A’s Members ‘Stood Up’ 
As Speakers Shun Emergency Talks 


Advertising Agency, who remarked 
in part that clients now expect 
merchandising as part of rounded 
agency service, and said heavy 
inventories pose a problem in 
many lines. 

“We have one client whose vol- 
ume of business in July and Au- 
gust jumped 300% over forecasted 
figures. Yet at the final point of 
sale in the retail store, demand 
had picked up no more than 5%,” 
he pointed out. 

From this he drew a moral: 
“Both wholesalers and retailers 
have snowballed their orders. The 
very retailers who warned the 
public against panicky buyers— 
themselves engaged in panicky 
buying.” 


ws At the creative session on copy 
and art, at which Walter Weir, 
president of Walter Weir Inc., pre- 
sided, two agency executives, a 
research man and an editor used 
slides to illustrate their respective 
points for making advertisements 
more effective. 

Wallace W. Elton, vice-president 
and art director of J. Walter 
Thompson Co., emphasized that 
advertising “is essentially the mass 
communication of news and ideas. 

“It is our job to make it easy 
for people to ‘get’ an idea,” he 
said. “Good ideas usually have 
an emotional effect. Most of the 
great phrases and slogans in our 
history have represented ideas that 
aroused emotional experience. 

“I make this point because ‘slo- 
gan’ and ‘idea’ are not synony- 
mous. A common fault in adver- 
tising is to mistake a slogan-like 
arrangement of words for an idea. 

“Snappy-sounding phrases and 
technically slick pictures are far 
more frequent in advertising than 
emotion-arousing ideas, or than 
news-filled copy and illustrations.” 


a Mr. Elton showed slides of the 
Four Roses campaign, of Travelers 
Insurance ads, of Maxwell House 
coffee ads and the Mr. Friendly 
ads used by American Mutual In- 
surance Co., among others, as ex- 
amples of excellent teamwork by 
copy and art departments. 

“Don’t forget,” he pointed out, 
“you’re always advertising some- 
thing besides the product, whether 
it be glamor, health, refreshment, 
taste. The effect of the product is 
usually of more interest to people 
than the product itself.” 

The what, who, where and when 
formula for preparing ads, he 
said, is, and always will be, sound. 
“If you had all the answers to 
these questions about a product, 
you would be well on your way to 
knowing what would make an ad- 
vertisement for it.” 


ws John Caples, vice-president, 
Batten, Barton, Durstine & Os- 
born, speaking on making the sell- 
ing points of advertisements more 
effective, said that the first step 
“is to adopt a reliable method of 
copy testing to determine what is 
the best sales appeal to feature in 
an advertisement.” 

Mr. Caples showed a series of 
slides illustrating various methods 
of copy testing such as mail order 
tests, coupon tests, hidden offer 
tests, split-runs, etc. 

It is not safe to try to guess 
which of several appeals will pro- 
duce the most sales, he said. You 
have to try them out in actual 
tests. “Testing does not hamper 
creative thought,” he said, “it 
helps to guide a writer’s imagina- 
tion into profitable channels and 
away from unprofitable channels.” 


a Mr. Caples said that his 25 
years’ experience in copy testing 
have indicated that the following 


NEW ABC OFFICERS—New officers elected by Audit Bureau of Circulations at its 
annual meeting in Chicago are, left to right: E. R. Hatton, Detroit Free Press, 2nd 


vice-chairman; J. H. Platt, Kraft Foods Co., 


secretary; H. H. Kynett, Aitkin-Kynett Co., 


president and chairman of the board; Wm. A. Hart, E. |. du Pont, Ist vice-chairman; 
E. Ross Gamble, Leo Burnett Co., treasurer. Absent from the picture is Robert M. 
Gray, Esso Standard Oil Co., 3rd vice-chairman. 


rules help to make advertisements 
produce more sales: 

1. Select the right audience. 2. 
Make your ads easy to understand 
and repeat the main selling argu- 
ments over and over. 3. Don’t 
claim more than you can get be- 
lieved. 4. Make your ads specific. 
5. Use a headline which tells your 
prospect that he will get some 
free, valuable information by 
simply reading the ad. 6. Give 
your prospect a complete sales 
talk. 7. Appeal to the reader’s self- 
interest. 

Otis Lee Wiese, editor and pub- 
lisher of McCall’s, stressed the im- 
portance of research both for edi- 
tors and for advertising men. 

“The principles that are effective 
in stopping and interesting read- 
ers editorially,” he said, “are 
equally effective when applied to 
advertising.” Mr. Wiese used slides 
to illustrate examples of adver- 
tising effectiveness. 


@ Richard Manville, president, 
Richard Manville Research Organ- 
ization, declared that research can- 
not make an ad. “Research can 
only illuminate the dark alleys into 
which you are sending your copy 
and pictures and show you how 
close you are coming to your tar- 
get. Research measures the target 
or the arrow. Research is a tool 
to help.” 

After describing, with the aid 
of slides, various testing methods, 
Mr. Manville said that research 
used creatively can heighten the 
effectiveness of creative agency 
work. “Ask yourself continuously, 
‘Whom am I trying to reach? What 
do I want my copy to accomplish?’ 
Then get hold of research and ask 
them ‘Am I reaching these people? 
How effectively is my message go- 
ing over?’ Truly creative research 
should give you the answers.” 


a The research sessions developed 
little on emergency measures. Most 
of the speeches were reports bring- 
ing up to date techniques already 
in general use. 

Hans Zeisel, who this summer 
left McCann-Erickson to become 
director of research for the Tea 
Bureau, said advertisers and agen- 
cies are no longer involved in the 
audited circulation-readership con- 
troversy. The controversy, Dr. 
Zeisel said, “is old stuff... they 
want both.” 

Efforts to obtain standardized 
readership measurements on all 
magazines have bogged down, he 
said, and the problems of over- 
lapping audiences and cumulative 
audiences are far from solution. 
He recommended that agencies 
employ mathematicians to com- 
pute the wanted data from mate- 
rial provided by media surveys, 
mentioning in passing that he had 
estimated cumulative audience 
for Life and other magazines and 
wasn’t far off on the basis of 
Politz’ subsequent study. 


gw Dr. Zeisel had some blunt ad- 
vice to agencymen—to concentrate 
on prospects. Research has shown, 
he said, that prospects read most 
and note (in Starch terminology) 


about twice as much as general 
readers do. Long text doesn’t 
bother prospects, he said, adding 
that research into the differences 
between prospects and all readers 
could change copy techniques con- 
siderably. 

Herta Herzog, associate director 
of research of McCann-Erickson, 
reporting on the measurement and 
testing of AM and TV commer- 
cials, delivered a qualified en- 
dorsement for the Lazarsfeld- 
Stanton Program Analyzer, which 
“must be used with other research 
techniques” (usually respondent 
questionnaires and interviews). 

She also advocated motivational 
research, depth interviewing and 
personality tests to determine re- 
action to commercials. 


ws The management session, over 
which Fletcher D. Richards, pres- 
ident of Fletcher D. Richards Inc., 
presided, concentrated on prob- 
lems of manpower, costs and tax 
relief. Manpower problems will 
resemble those of World War II, 
except that many employes will 
return after brief periods of serv- 
ice, the panel agreed, and it rec- 
ommended that men in service 
be kept up to date on their agen- 
cy’s practices. 

The panel heard a report that 
efforts are being made to con- 
vince the government that the 
agency business, as a _ personal 
service operation, has peculiar tax 
problems, and that there is indica- 
tion that the government may 
recognize these differences in the 
future. 


@ The question and answer tech- 
nique was in evidence in the 
printed media session, with H. H. 
Kynett of Aitkin-Kynett Co. and 
new head of the Audit Bureau of 
Circulations, presiding. Helping to 
answer questions were Walter 
Barber, Compton Advertising; Wil- 
liam E. Steers, Doherty, Clifford 
& Shenfield; E. Scott Pattison, G. 
M. Basford Co.; John Clark, Young 
& Rubicam, and H. H. Dobberteen, 
Benton & Bowles. 

Mr. Steers declined to give a 
general answer to the question, 
“Is advertising in top-ranking 
magazines reaching a period of 
diminishing returns because of the 
thickness of the issues?” 

. “It depends,” he said, “on the 
product, the magazine and what 
the second magazine has to offer. 


75 


| Some studies find that the fatigue 
factor is responsible for an adverse 
effect. But values offered for a 
particular type of product in cer- 
tain magazines may be sufficient 
to overcome it. Thickness doesn’t 
seem to hurt in Mademoiselle or 
Good Housekeeping, for example.” 


a Mr. Barber told the group that 
the Four A’s newspaper committee 
is getting cost estimates on an- 
other readership study similar to 
that conducted in Washington in 
1946. For the past three years the 
group has been working to find a 
research organization which could 
cope with the snag encountered in 
the 1946 survey—namely, over- 
and under-statement on the part 
of respondents. 

“We think we have found such a 
company and we’re now getting 
estimates on cost,” he added. 

Mr. Barber also revealed that 
the Four A’s, working with the 
American Marketing Assn. and 
Assn. of National Advertisers, has 
worked out a set of standards for 
breakdown of population data in 
media market surveys, which will 
be widely distributed in the next 
few weeks. 

These standards will suggest 10 
categories for age groups (some 
reports now list 31); eight cate- 
gories for rental values (some now 
have 33), and 14 for occupations, 
which sometimes run as high as 
84, he said. 


@ In answer to the question, “What 
about an audience study of gen- 
eral magazines in this country 
similar to the study made by the 
Canadian Advertising Research 
Foundation?” Mr. Kynett said: 

“The Canadian survey was pos- 
sible because the magazines were 
able to come to an agreement. In 
this country we have the prob- 
lem of certain magazines benefit- 
ing from some kinds of studies 
while others don’t. It has not yet 
been decided whether publications 
with different editorial appeal and 
format can be compared.” 

Predicting that there will be 
more inflation in the cost of print- 
ed media, Mr. Dobberteen cited a 
survey he made of advertising costs 
of magazines and newspapers over 
the past 10 years. He presented 
this study in full at the Ohio State 
Advertising and Sales Promotion 
conference recently (AA, Oct. 9). 

A mail survey of 1,600 house- 
wives in eight TV cities showed 
them devoting less time to movies, 
radio, magazines and newspapers, 
Mr. Steers said. The decline varied 
from 73% for movies to 20% for 
newspapers. 


Appoints McCann-Erickson 


California Spray-Chemical 
Corp., Richmond, Cal., a Standard 
Oil of California subsidiary, has 
appointed the San Francisco office 
of McCann-Erickson to handle the 
“Ortho” line of insecticides and 
fungicides, which will be intro- 
duced in the South, and the Cal- 
Spray line, for farm publication 
advertising. Cosby & Cooper, San 
Francisco, is the previous agency. 


Croton To Doyle Dane 


Croton Watch Co., New York, 
has appointed Doyle Dane Bern- 
bach Inc., New York, as its agency. 


National Nielsen-Ratings of Top TV Shows 


Two-Week Period Ended Sept. 23, 1950 
All figures copyright by A. C. Nielsen Co. 


i] 
*Per cent of TV 


Total Homes Reached Program Popularity* 
Rank Program (000) | Rank Program 7 wiih 
1 Texaco Star Theater (NBC) ...... 4,443| 1 Texaco Star Theater (NBC) ....... 75.4 
2 Star Spangled Revue (NBC, , 2 Star Spangled Revue (NBC, 
Frigidaire) ....cccccscccceseee 4,042 ge PSS 63.2 
3 Martin Kane (NBC, U. S. 3 Philco TV Playhouse (NBC) ...... 5 
Tobacte) ... 22-262. s- sess eens 2,909; 4 Fireside Theater (NBC, P&G) ..... 47.7 
4 Philco TV Playhouse (NBC) ...... ,748| 5 Lights Out (NBC, Admiral) ...... 45.8 
5 Fireside Theater (NBC, P&G) .... 2,610) 6 Your Show of Shows (NBC, 
6 Lights Out (NBC, Admiral) ....... 529 ao... RP 43.9 
7 Original Amateur Hour (NBC, 7 Big Story (NBC, Pall Malls) ...... 42.2 
ST Se6ha hits wa6s.06 00+ 2,505 8 Martin Kane (NBC, U. S. 
8 be 2 we ad oe (NBC, 237 . (ere 42.0 
St Fe A 9 Lone Ranger (ABC, General Mills) .. 41.2 
9 Your Show of Shows (NBC, 10 Lucky Strike Theater (NBC) ...... 39.8 
i sehbnvsn 50656600466 2,264 
10 Stop the Music (ABC, 
EM 2,237 


2 
homes reached in those cities where the program was telecast. 
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Auto Business Bad, but Dealers 
Admit Their Howls Are Even Worse 


(Continued from Page 1) 
a full-page newspaper campaign in 
Sunday (Oct. 22) papers in several 


| 


campaign as their first stab at 
getting back some of the business 
“the government took away from 


cities, hitting at Regulation W and us.” 
asking the FRB to allow the cus- | 


tomer one additional month to pay 
for each $75 of freight from the 
factory. 

With few exceptions, both new 
and used car dealers throughout 


the nation agreed that it was the | 


15-months-to-pay provision, not 
the one-third down, that had had 
such a drastic effect on sales. Most 
new car dealers said they were 
getting one-third down before, 
while many used car dealers for- 
merly required as much as 20%- 
25% down. 

Used car dealers in particular 
reported that they have been hard 
hit by Regulation W, with several 
of them asserting that they are 
going out of business right away, 
and others claiming they can’t last 
more than six months to a year 
under current restrictions. 


s In the case of new car dealers 
the picture is not quite as bleak. 
Although most report that sales 
are off, several dealers handling 
lower priced new cars (including 
two of the largest Chevrolet dealers 
in Chicago) say that the 15-month 
restriction has had no effect at all 
on their sales, and one of these 
dealers said he thought it actually 
would help sales of lower-priced 
cars. 

He gave as his reason for this 
that many prospective purchasers 
who had visualized buying a medi- 
um-priced car were being forced 
to buy a less expensive car in 
order to meet the new, larger 
monthly payments. 


ws In the used car field, the drop in 
sales has led to a corresponding 
drop in prices, with some dealers 
reporting cuts of $200-$300 on 
higher-priced late-model used cars, 
and most dealers reporting cuts 
ranging from 10% to 25% on all 
but the lowest-priced prewar 
models. However, in auto con- 
scious Los Angeles two of five used 
car dealers contacted said that 
there had been only a slight drop 
in sales, and one of these said that 
the restrictions were “the grandest 
thing that ever happened” because 
they “forestalled a crash,” and he 
thought things would straighten 
out in 60 days. 


s In San Francisco, Ellis Walker 
reports that new car sales for the 
ten dealers he queried have 
dropped 40% or more, while used 
car sales have dropped off as much 
as 75% from the same period last 
month. In general, used car deal- 
ers report that cars with a price 
tag of $1,000 or more aren’t mov- 
ing at all, and new car dealers say 
that they are losing customers 
when they refuse to give a good 
price on a trade-in because they 
already are overstocked with that 
particular make of car. 

As one dealer expressed it: “We 
are forced to drive many custom- 
ers to our competitors who are 
willing to give them a better deal 
on their trade-in, although they 
expressly wanted our make 
of automobile.” Several dealers 
claimed they had lost customers 
who were short only two or three 
dollars of being able to meet the 
monthly payments. 


ws Ads in San Francisco papers, 
Walker says, are splashed with 
copy like this: “Greatest price 
smashing sale. Cars as much as 
$500 below current official book 
prices,” or, “Your down payment 
and monthly payments are no more 
than before. Prices reduced. Save 
to $800.” Dealers described this 


s In Chicago, Jack Graham found 
that most new car dealers and al) 


| used car dealers had suffered a 


drop in sales since Oct. 16. Losses 
ranged from 20% to 40% on new 
cars and from 25% to 60% on 
used cars. Prices on used cars were 
down, generally, from 15% to 25%, 
and two used car dealers said they 
had liquidated their stock of late- 
model cars and were carrying only 
prewar, lower-priced models. 

Courtesy Motors, Chicago’s (and 
possibly the country’s) largest 
Hudson dealer, said that business 
had been hurt “terrifically” and 
that sales were off 75%, with only 
50 sales last week as against a 
normal week of 200 cars. Traffic 
in the showroom is still heavy, 
Courtesy said, but that’s because 
new models are out. Some of the 
sales resistance was attributed to 
price increases on new models, 
as well as heavy factory loading 
of accessories. 


= Courtesy (second largest auto 
dealer in Chicago, with sales of 
over 14,000 cars so far this year) 
asserted it will lose between $55,- 
000 and $60,000 for the month of 
October alone. It is convinced that 
Regulation W will be altered soon, 
and feels that a return to 21- 
months-to-pay would solve the 
problem. 

Ford and Chevrolet dealers in 
Chicago who were asked about 
future sales predicted that condi- 
tions would not get any worse, and 
might even improve. Only the Ford 
dealer reported a drop in sales— 
25%—and even he was optimistic 
about new car sales in the future. 

One used car dealer, who before 
Oct. 16 was selling about ten cars 
a week, said he now is selling one 
a week, and plans to go out of 
business very soon. Still another 
used car dealer, formerly selling 
120 cars a month, reported that 
his sales were down to 50 cars a 
month, and he’s “glad he decided 
some time ago to get out of the 
used car business.” (He plans to 
open a new car agency.) 


s In Philadelphia, Allen Sommers 
reported that “one thing is certain, 
the regulation will bring used car 
prices down considerably in the 
future. Dealers expect it, but seem 
confused as to what they can do 
about it. For example, dealers in 
the more expensive cars are con- 
fident that in the long run new 
regulations will hurt dealers of 
Plymouths, Chevrolets and Fords. 
On the other hand, dealers in 
smaller cars feel that, even though 
they have been hurt now, the ex- 
pensive cars will be affected more 
in the future.” 

The only thing all Philadelphia 
dealers he talked to agreed on, 
Sommers said, is that business has 
been hurt—‘“and even then big ad- 
vertisers in the industry report 
they haven’t been hurt too much as 
yet. The consensus here is that 
any dealer who says he hasn’t been 
hurt is not telling the truth, and 
the survey here bears out that 
very pointedly.” 


a A Ford and a Chevrolet dealer 
in Philadelphia reported sales off 
50% each, while a Dodge and a 
Buick dealer said sales had been 
affected only slightly. Used car 
dealers were unanimous in agree- 
ing that only lower-priced earlier- 
model cars were moving, and that 
few higher-priced cars are being 
sold, despite price cuts. 

In Los Angeles, Phil Seitz re- 
ported that most dealers felt the 
small operator was in real trouble, 


and only the larger, promotion- 
minded dealers will be able to 
survive. Higher freight costs add 
to the problem on the West Coast, 
and prices on used cars also have 
been cut, affecting new car sales 
still further because trade-in al- 
lowances are lower. 

The sales manager of a Ford 
agency in one of the higher-in- 
come sections of L. A. expressed 
his opinion of the new curbs thus- 
ly: “I make good money but 
couldn’t possibly afford the month- 
ly payments on a new car now. 
I’m fortunate to be furnished a 
car.” This same agency sees good 
sales on new models if production 
ish’t too high, but if it stays high 
and there is no relief from credit 
restrictions “things are going to 
be tough.” 

A Kaiser-Fraser dealer said sales 
were down 80%, which was only 
slightly more than when payment 
time was cut to 21 months. This is 
about 40% less than last year, he 
said, when sales were slow because 
the first new model in several 
years was due. He is going out of 
business and predicted that the 
only type of dealer that can sur- 
vive is the used car man selling 
cheap cars, because people must 
have cars for transportation in 
this area. 


a In New York, James O’Gara 
reports used car dealers are hard- 
er hit by credit curbs than new 
car dealers, sales of the former off 
an average of 59% compared with 
23% for new car dealers. Only one 
new car dealer reported no slump 
at all. 

Used car dealers there are fair- 
ly agreed they’ll be forced to close 
up shop in six months to a year 
if curbs are not eased. New car 
dealers don’t feel this desperate: 
They think they’ll be able to keep 
their doors open by laying off 
some of their salesmen and by 
cutting down overhead in every 
way possible. 

Dealers (new and used) gen- 
erally agree they’re cutting down 
on advertising because of curbs. 
Only one dealer said this is a 
time to increase advertising in 
order to move new cars. 

Curbs seem to be keeping the 
public out of showrooms and off 
the used car lots. In visiting five 
new car dealers, O’Gara saw only 
one customer (no sale). At five 
used car lots, he again saw only 
one customer (another used car 
dealer trying to pick up a “bar- 
gain”—again no sale, price too 
high). 


@ New car dealers are cutting 
their prices in New York because 
of the curbs. They won’t admit 
to this; they told O’Gara merely 
that “lots of fellows are doing it, 
but not us.” 

Caught in the squeeze, he found, 
is the man with a postwar car 
who wants to trade it in for a ’50. 
New car dealers, shying away from 
postwar models, offer a compara- 
tively low price. At a used car lot 
he may find he can’t do business 
at all. (Dealers are avoiding late 
models because the high price of 
these cars means they probably 
won’t be able to find a buyer for 
them under the new credit regula- 
tions.) 

As a generalization, O’Gara said 
that the lower-price used car mar- 
ket (’40s, ’41s, 42s) is firming. 

New York’s new car dealers 
without exception are protesting 
the curbs to Washington, through 
their congressmen. They seem 
eager for what they regard as a 
compromise—one-third down and 
24 months to pay. 


mw One Nash dealer was sure there 
will be a shortage of autos next 
spring because of defense produc- 
tion and he plans to “stockpile” 
his cars until spring if he can’t 
sell them before. 

A Ford dealer said he plans “to 
watch the figures on savings banks 
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monthly payments of $100 or more are required .. . THEY ARE way. But it must be a fair way. one that does not hurt large num 
IMPOSSIBLE, no matier how badly you need a car! bem of people and leave the wolltede tow conplotsly wactnens Of! 8S 
eidiniaithiiesinniaees tecadmniineetinginais And that ie what this credit restriction oa automobile purchem § part of 
in itllitinn skenaais, Yet Ge elds Sid Rae Gan dows. It isn't fair. it ian't equitable, and it should be changes «=F counte: 
requiation denies needed transportation to everybody except the Aad it will be changed if an ercused public cpinien acho ma § the |= K' 
few who can afford to buy under these extreme terms. felt where it will do the most good—with your elected represses f natural 
Nobody wants runaway inflation in the United States. and the tives in Congress. July’s : 
; All t 
effect « 
LET YOUR ELECTED REPRESENTATIVES IN CONGRESS KNOW NOW, THAT YOU DON’T LIKE their b 
THIS KIND OF ARBITRARY DISCRIMINATION AGAINST THE AVERAGE AMERICAN will be 
THIS ADVERTISEMENT 1S PUBLISHED ON BEHALF OF THE BUYING PUBLIC BY THE ote 
SIGNATURE OF SPONSORING GROUP of thei 
FIGHTS AUTO CREDIT CURBS—This is one of several display ads prepared by the _— 
National Automobile Dealers Assn., Washington, for local use by dealers and little 
dealer groups. The ads are part of a program NADA is conducting to secure 
modification of what it terms “harsh, drastic and discriminatory” credit terms. yl _ 
deposits for the next few months.| producers predicted that the new oo 
If they go down, it will reflect the| federal curbs on credit buying wil aetio 
fact that people are going out of| “likely lead to another depression” les it 
the instalment market and into Commenting on the new order Toho 
cash payments.” cutting the term of repayment on ; 
A suburban Buick dealer said| both new and used automob Bo, 
he hasn’t been affected because all| loans from 21 to 15 months, the rf . 
his customers pay cash. If they| executive declared: “If Washing, ieilen ‘ 
have trade-ins, he pays only what| ton wants to engineer a depression| as a re 
he can get from used car dealers. | this is the way to do it.” lowerir 
As for the latter, the Buick man| He added that reports from} This ir 
predicted 90% will be forced out} dealers operating under the new allowa! 
of business, as against only half| 15-month limit show some “deaé- car 
of new car dealers. ening effects” and that even m “As 
New York’s used car dealers} severe effects were reported } move 
told O’Gara their sales are down| used car dealers. sell ne 
20% to 80%. The one with the 
smallest loss said he has reduced| # The old 21-month limit on in 8 Most 
his advertising expenditure from| stalment buying already had cu pretin 
$4,000 to about $1,200 a month.| into new car sales, especially in bein . 
Another has cut out advertising al-| the medium price range, by 4 are * 
together. One with a 75% loss in| much as 25% to 35%. what k 
volume guessed that part was no Some used car dealers, whos But one 
doubt caused by the normally slow| loss of business because of thé er said 
October season. one-third down payment requi many ¢ 
ment already amounted to 50% t# huy but 
= In Washington, dealers told| 75%, feel now they might as wel the qo 


Stanley Cohen the new controls 
are “perverting” the used car mar- 
ket. They say it is almost impos- 
sible to sell anything in the over- 
$1,000 class, which means °47-’50 
models. But prewar cars and °46 
Fords, Plymouths, etc., are moving. 
One dealer-told Cohen he had in 
a single day passed up 30 late- 
model cars available at $200 to 
$300 below the prices he paid for 
cars standing on his own lot. 
(Washington used car dealers 
have a local as well as a national 
problem on their hands: They are 
worried about a new District of 
Columbia rule requiring them to 
file standard bills of sale.) 
Almost every brand of new 
autos can be bought in Washington 
for immediate delivery. Ford, 
Buick, Dodge, Plymouth and Olds- 
mobile dealers put themselves in 
this category. A Chevrolet dealer 
said he has had some cancellations 
and can promise delivery within 
30 days. The latter told Cohen 
customers don’t seem to be 
bothered so much by the down 
payments as by the higher monthly 
payment (up from $60 to $80). 


a In Detroit, one high official of 
one of the “Big Three” automobile 


fold up their establishments, Mille 
Hollingsworth reported. 

New car production this year 
at the rate of 7,500,000, but i 
sales dwindle, the same high pr 
ductivity rate now scheduled fo 
next year will be adjusted sharpl 
downward. 

Dealers and finance companifi 
that have been jointly studying 
buyers’ resources said the averag } 
factory worker cannot afford W 
pay more than $70 a month for 
car, and that the new curbs wi 
Me out about a third of this mam & 

et. 


a Charles Dalgleish, president 0 : 
the Detroit Automobile Deale 
Assn., representing 300 new cage 
dealers, said: “The regulation ag§ 
amended will reduce sales verg§ 
materially in all price fields. Peo 
ple in the lower income bracke 
have to rely on time buying ang§ 
their income will not permit them 
to pay on 15 months maturity.” | § 
Martin D. McCollum, of Fiint 
Mich., president of the Nation 
Assn. of Used Car Dealers, sent 
telegram to the Federal Reser¥ 
Board, asking it to rescind the n 
curbs. The wire said: “The & 
nouncement that your agency 
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er 6, 1998 Advertising Age, November 6, 1950 
further restricting credit has been | payments. 

g sericus blow, not only to the One dealer summed it up this 
gutomobile industry but to the| way: “Restrictions have hurt bus- 
puying public as well. iness considerably, but there is 
“Losses on used car inventories, | still enough money in circulation 
ince regulation W was imposed/and enough people with ready 
on Sep’. 18, have amounted to mil- | cash that we could stay in business 
jjons of dollars. This latest order | even if we had to go on a straight 
will be disastrous. Therefore, the | cash basis.” 

National Used Car Dealers Assn. 

y ? requests that your agency rescind | @ In Seattle, Elliot Marple found a 
the order. We also request ade-| sizable finance company had laid 
quate time to poll our merhbers for| off half of its employes because 
the purpose of compiling true facts |of slackening auto sales, but also 
fo present to your board.” reported that despite the general 

air of pessimism in auto circles 
gin St. Louis, William Cook| “some farsighted auto men consid- 
found new car dealers generally|ered the regulation beneficial be- 
ggreed that sales were off about | cause of its stabilizing influence in 
95% since the new credit restric-|an abnormal market.” 

TICE, THE | tions went into effect. Used car; ‘“We’ve been coasting along on 

URCHASS | dealers said they were hit from/sales spurred by the Korean sit- 

T PéRMg | 35% to 75% of their pre-restriction | uation,” a Ford representative stat- 
sales. ed. “Even without Regulation W, 

New car dealers, however, gen-/| there was bound to be a slump. It 
erally qualified their estimate by|means a return to competitive 
saying that October is usually a/salesmanship and is a healthier 

Renee month since many people are | condition for the industry.” 
waiting for the new models. They; Both a Nash dealer and a Chev- 

“rreuen# FIso said that, while sales were/rolet dealer said that the 15-month 

= off as compared with a year ago, | plan places too many buyers out of 

rile puree | part of that decrease could be ac-/the running. The former thought 

ve change. | counted for by the good news from} 21 months was reasonable, while 

on mtg J the Korean war front and the| the latter said an 18-month pay- 

ed ere Enatural decline after June and/ ment plan would ease things some. 
jJuly’s scare buying splurge. 

All the dealers agreed that the|m A Dodge-Plymouth dealer said: 

effect of the credit restrictions on |“‘This is always the slowest season 

LIKE their business will be severe—andj|of the year, from now through 
will be felt much more next year.| January. Naturally sales are down 

because of the false stimulation of 
s Four out of five new car dealers | Korea, which advanced buying as 
mentioned that the ups and downs | much as a year for some farsighted 

, of their business were more de-| people. A cessation is to be expect- 
pendent now on newspaper head-j|ed to compensate for that concen- 

d by the I lines than credit restrictions. A| trated buying.” 

an = little bad news from the front,} All used car dealers queried in 

term, | ey felt, would bring a new surge | Seattle reported sales off, but one 
of scare buying. said he preferred Regulation W 

h Three out of the five new car|to price controls. “Prices went too 

t © new! dealers thought that the credit re-| high after Korea,” he stated, “and 

ying will strictions would influence new car|now they are tumbling back to 

TESSION | sales indirectly. where they belong.” 

Ww ord! They pointed out that used 

ment 00 var sales are usually credit deals,|@ In Dallas, Julian Stag reported 

tomob while many new car sales are on/|that “retail sales of new cars are 

iths, the acash basis. Used car sales have|off roughly 15%-20%,. while the 

Vashing, fallen off more than new car sales} used car business has been prac- 

pressiony as a result, they said, and this is|tically paralyzed, on the basis of 
lowering the price of used cars.| ten dealers sampled.” 

ts from this in turn lowers the trade-in} Drop in used car sales was at- 

the neWi allowance they can give on a new|tributed entirely to new credit re- 

, dead} car. strictions, while slackening of new 

en m “As used cars get harder to|car sales was attributed only par- 

rted by move, it’s going to get harder to| tially to credit curbs. 
sell new ones,” they explained. The most extreme report came 
; from a Dallas Dodge-Plymouth 

t on iM} » Most said that people are inter-| dealer, who told Stag: “We’re out 

had cf preting the credit restrictions as | of business.” He said he was sell- 

sially if being stricter than they are, and ing 75 cars a week, but last week 

» bY are not even coming in to find out | sold only 20 cars (and these to reg- 
what kind of a deal they can get.| ular, company-type accounts). 

, Whos But one new and one used car deal- 

of | 7e@r said, however, that they had|#® Prices on used cars have dropped 
Many cases of persons wanting to|sharply, and one used car dealer 
4 buy but finding they couldn’t make | said he had taken an $11,000 loss 


“athe down payment or monthly {since Oct. 16. Still another dealer 


77 


| predicted that 25% of all used car|be better after public reaction, canceled by people with otherwise 


|dealers in Dallas would be “out of | stirred by newspaper publicity had | good 


business in 30 days if this contin- 
ues.” 

Two of the five used car dealers 
interviewed predicted that pros- 
pective customers would accumu- 
late some cash and then come back 
into the market. Another explained 
the drop in sales by saying: ‘“Peo- 
ple anticipated this time, and 
bought their cars before the clamp- 
down. They remembered how they 
got caught the last time.” 

Summarizing the Dallas situa- 
tion, Stag said that new car dealers 
feel they will have to work harder 
to show a profit, while most used 
car dealers see a sharp decline in 
the months ahead. 


® In Minneapolis-St. Paul, Na- 
thaniel Wood reported that auto 
dealers had expected a reduction 
from 21 to 18 months to pay, and 
were caught off guard by the cut 
to 15 months. 

In general, sales of both new and 
used cars have been sliced 50% 
throughout the area, with some 
used car dealers reporting sales off 
75%. Many dealers mentioned in- 
creased prices and the seasonal 
slump, as well as the new credit 
curbs, as factors in the drop-off of 
sales. Several of them complained 
about the bad timing of the new 
curbs, coming at a time when bus- 
iness was poor anyway. 


@ Many dealers in the Twin Cities 
said they made no attempt to sell 
a cheaper car if a prospect couldn’t 
handle the payments on a more ex- 
pensive model he had picked out, 
but some said they had instructed 
their salesmen “not to let a cus- 
tomer get off the floor without sell- 
ing him some model car in a price 
range he can afford.” 

Heavy demand among new car 
dealers on used car lots to take 
high inventories of their used cars 
in wholesale transactions has re- 
sulted in a severe bottleneck in 
the used car market, Wood found. 


e Used car dealers reported sales 
off from 25% to 50%, while all new 
car dealers except one Hudson 
dealer also reported a decline. The 
Hudson dealer said new models 
were just coming in, and although 
salesmen had to go out and dig up 
customers to take for a demonstra- 
tion ride, he thought things were 
looking better now, “as the public 
demands transportation at almost 
any terms and will give up some- 
thing else if they know they’ll 
never see 30-months-to-pay deals 
again.” 

The Ford dealer contacted in 
Minneapolis said that, although 
new car sales were off 50%-60%, 
used cars were moving satisfactor- 


ily, and he thought things would 


Make a Real Showing 
in MISSOURI. . . 


. .. by advertising in Missouri Ruralist—the key 

to the Missouri farm market. Here’s why: Missouri 
Ruralist goes into 119,177 farm homes twice a month 
with the latest news on cattle and farming. It 

carries factual articles on foods, fashions—even 

new drugs and cosmetics! And it’s all tailored to 
Missouri problems exclusively. No wonder brands 
chumeal in Missouri Ruralist move faster in 

stores all over Missouri! 


MISSOURI RURALIST 


Published by Capper Publications 
Editorial Office, Fayette, Mo. 
Business Office, Topeka, Kans. 


blown over. 


s In Cleveland, Noel Wical found | sales 


credit ratings who just 
couldn’t meet the larger payments. 

Used car dealers generally said 
of the more expensive 


all used car dealers unhappy and | ysed cars were off from 40% to 
only the Ford and Chevrolet dealer | 69%, while sales on cheaper cars 


relatively undisturbed by the new | have fallen off only 15%-20%. 


regulations. The former said sales 


| 


were off perhaps 10%, but added FARMERS PAY CASH FOR 
that sales always decline in Octo-| CARS, STUDY INDICATES 


ber. The Chevrolet dealer said sales 
were not off, but that he really had 
to do a selling job on prospects 
now. 

A Buick dealer who sold 32 cars 
in September thought he would sell 


car sales were down 40% and prices 
on higher-priced used cars were 
down 50%. 

One used car dealer said he 
couldn’t move his 48, ’°49 and ’50 
cars, and sales were off 25%; an- 
other sold 14 cars the first week in 
October and only three last week; 
still another said he saw Korea 
clearing up in September and un- 
loaded his “hot-priced” stuff. 


# In Boston, Bill Tortolano found 
some new car dealers who thought 
that an extension of credit terms 


on used cars to 18 or 24 months| gifficulty in either paying cash or 


would act as a stimulus to new car 
sales, because dealers could offer 
better trade-in deals if they could 
move some of their overload of 
used cars. 

In contrast to what AA’s sur- 
vey found in several other cities, 
sales of lower-priced cars are 
down most in Boston—25% on the 
average, while a Buick and an 
Oldsmobile dealer reported only a 
slight decline, and Cadillac dealers 
said they are having one of their 
best years, and still are behind 
in filling orders. 

Again in Boston, the emphasis 
was on the 15-month payment 
period, not the one-third down re- 
quirement, with new car dealers 
claiming many sales have been 


KANSAS ClTy, Mo., Nov. 1—A 
spot check of rural motor car deal- 
ers in Missouri and Kansas, made 
last week by reporters for the 
Weekly Kansas City Star, revealed 


26 in October, and said his used | that imposition of Regulation W 


will probably affect rural auto 
sales far less than those of urban 
areas. 

Automobile dealers serving 
strictly rural areas in the two 
states reported that about 60% of 
all auto sales to farmers are for 
cash. Another 30% of farmers fi- 
nance their cars through a bank, 
dealers reported, with only a small 
fraction of farm buyers financing 
their auto purchases through auto- 
mobile finance companies. 

Rural dealers agreed, over- 
whelmingly, that farmers who 
want cars will have no particular 


paying off the indebtedness over a 


| 15-month period. 


WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 


Business Papers @ Farm Publications 
Consumer Magarzines 


343 So. Dearborn St., Chicago 4 


Get the facts! 

The 1950 Bright 
Spot contains com- 
plete market, circula- 
tion, and advertising 
information about this 
thriving area... 
available at Cresmer 
and Woodward, Inc., 
New York, Chicago, 
Detroit, San Francisco, 
Los Angeles, Atlanta 
—or—write to The 
Tribune, Oakland, 
California. 


LEADERSHIP 


. in Metropolitan Oakland, great and growing 
3rd market on the Pacific Coast. 


SEPOCA TED FCEED WERE ROTO. SIO CORD OHI TED FREED. CRIEROO BAILE BOWE FORETGH SeBTICE 


_ CRESMER & WOODWARD, INC. © 
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All But Powell — 
Drop Newsprint — 
Increase to $6 


New York, Nov. 2—Scrambled 
prices for newsprint threw mar- 
ket operators into something of a 
dither this week. 

Four Canadian mills which had 
announced price increases of $10 
a ton a week ago cut their price 
hikes to $6 a ton. These mills were 
Abitibi Power & Paper Co., Great 
Lakes Paper Co., St. Lawrence Pa- 
per Mills Co. and Consolidated Pa- 
per Corp. 

The reason for this, according 
to market men, is that, since In- 
ternational Paper Co., largest pro- 
ducer, increased its price by only 
$6, mills that had increased prices 
$10 found themselves “out on a 
limb” and scrambled back to the 
main trunk as soon as possible. 


s Typical of mill explanations was 
Abitibi’s. It frankly said the change 
followed an announcement by 
International of a $6 increase. “To 
avoid a period of uncertainty,” 
Abitibi said, “we have decided to 
meet this reduction without de- 
lay.” It added, however, that it 
did not believe “the increase of $6 
will be adequate” to meet increas- 
ing costs. Powell River Paper Co. 
apparently is still holding to its 
$10 hike made Oct. 12. 

Some paper men profess to see 
in Abitibi’s announcement on costs 
the possibility of a further price 
hike about the first of the year 
to an over-all $10 level. 

Two U. S. mills, at press time, 
had announced higher prices— 
Coosa River Newsprint Corp., up 
$6, immediately, and Inland Em- 
pire Paper Co., up $10, effective 
Oct. 14. The former has a rated 
annual capacity of 100,000 tons 
and the latter 20,000 tons. 


@ The three largest U. S. news- 
print producers, Great Northern 
Paper Co., Crown-Zellerbach Corp. 
and Southland Paper Mills, have 
so far made no price changes. 

It is reported that Great North- 
ern and Southland have told cus- 


tomers unofficially that there 


PROMOTION MEN MEET—Meeting at the eastern and southern 


Pp “i 


Assn 


regional meeting of the National Newsp 
at the Greenbrier, White Sulphur Springs, 


. Va., last weekend 
were these promotion men. Left to right, seated: Ed Clark Ford, 
Nashville Banner; Joe Mitchell, Paducah Sun Democrat; Sol H. 
Padlibsky, Daily Mail, Charleston, W. Va.; Jack Butler, Houston 
Chronicle; Lyndon West, Detroit Free Press; Bert Stolpe, Des 


rr 


ton, W. Va. 


Moines Register and Tribune and president of NNPA; and Doug 
Cornette, Louisville Courier-Journal and Times. Standing: Raoul 
Blumberg, Washington Post; Ned Chilton Ill, Charleston Gazette; 
George Morris, New York News; J. E. Cronenwett, Pio Grande 
Valley Newspapers, Harlingen, Tex.; Fred N. Lowe, Norfolk 
Newspapers; and Frank A. Knight, Charleston Gazette, Charles- 


probably will be no price change 
for the remainder of this year. 
Great Northern’s rated annual 
capacity is 341,700 tons, Crown- 
Zellerbach’s 173,000 tons, and 
Southland’s 120,000 tons, making 
a total for the three of 634,700 tons. 

Canadian mills which have an- 
nounced increased $6-a-ton prices 
include: Price Bros. & Co., ef- 
fective Nov. 1; James Maclaren 
Co., Jan. 1; Bowater Paper Co., 
Nov. 1; Spruce Falls Power & Pa- 
per Co., Nov. 1; Donnacona Pa- 
per Co., Nov. 1; Montmorency Pa- 
per Co. (U. S. distributor for 
Anglo-Canadian and Anglo-New- 
foundland Paper Mills), Nov. 1. 
Wright Co., distributor for St. 
Lawrence Paper Mills Co., and 
Great Lakes-Canadian Inc., dis- 
tributor for Great Lakes Paper 
Co., each raised prices Nov. 1. 


s Mersey Paper Co. announced it 
will maintain its contract price at 
$100 a ton for the remainder of 
this year. The company does not 
know what it will do about prices 
next year. 

The American Newspaper Pub- 
lishers Assn., in its current bul- 
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letin, notes that “a number of dif- 
ferent newsprint contracts of U. S. 
publishers show that the five Can- 
adian newsprint mills frequently 
mentioned in various contracts 
where prices are controlled by 
what other mills charge are the 
following: Abitibi, Consolidated, 
Great Lakes, International and 
Price Bros.” All of these are now 
quoting $106 in the New York base 
zone area. 

A so-called black market sale 
at $185 a ton, f.o.b. mill, was re- 
ported during the week on a ship- 
ment of 200 tons for late Decem- 
ber delivery. This is an increase 
of about $10 over the quoted mar- 
ket of two weeks ago. 


s Market men insist that publish- 
ers themselves are responsible for 
black market operations. 

One irate operator told AA that 
“publishers’ insatiable demands 
for newsprint to publish unworthy 
advertising is at the bottom of the 
trouble.” He said that New York 
newspapers advertising in Chicago 
newspapers and vice versa was 
ridiculous in the face of the news- 
print situation and was of no 
benefit to readers of the papers. 

“If newspapers find themselves 
faced with newsprint rationing,” 
he said, “they will have only 
themselves to blame.” 


Remodeling 
Is 1951's 
Business 

Opportunity 


@ A restaurant doubles its ca- 
pacity . .. a manufacturer 
modernizes a farm of the 70’s 

. a farm engineer reveals 
opportunities for 25 to 50% 
labor savings—all through re- 
modeling, next year’s BIG 
source of building volume. 
Read how to profit out of this 
$7 to $10 billion market—in 
PRACTICAL BUILDER for 
November. 


November 
issue 


“PRACTICAL 
BUILDER” 


5 South Wabash Ave., Chicago 3 


Chicago Federated Adclub 
Elects Taylor President 


Gordon E. Taylor, vice-presi- 
dent of Reincke, Meyer & Finn, 
has been elected president of the 
Chicago Feder- 
ated Advertising 
Club for 1951. 
Other officers 
elected are: Pet- 
er J. Morrison, 
advertising di- 
rector of the 
Chicago Herald 
American, Ist 
vice-president; 
Mabel Oben- 
chain, promotion 
manager of Fa- 
mous Features 
Syndicate, 2nd vice-president, and 
Alden J. Cusick, sales manager of 
General Outdoor Advertising Co.’s 
central and western regions, 3rd 
vice-president. 

Orie W. Wernecke, Chicago 
territory manager of Holiday, has 
been elected secretary, and Harry 
E. Collins, president of Collins, 
Miller & Hutchings, treasurer. 


General Mills to Launch 
First Daytime TV Show 


General Mills has signed with 
Columbia Broadcasting System to 
sponsor the “Betty Crocker TV 
Show,” on Thursdays (3:30-4 p.m., 
EST) over the CBS-TV_ web, 
beginning Nov. 9. 

The contract marks General 
Mills’ first move into daytime tele- 
vision, and Adelaide Hawley, who 
portrays the AM version of Betty 
Crocker, will handle the same task 


G. E. Taylor 


Ice Industry 
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TV 
Plans $250,000 {Uni 


Ad Drive in ‘51 


(Continued from Page 1) (C 
ages and food; (2) propri Ther 
of retail stores, and (3) growen hearin: 
shippers and distributors of early ‘ 
fruits and vegetables. dispute 

that t 
s The association’s consumer ¢ap.’ oppose 
paign will concentrate on promgj judgm< 
ing use of packaged ice for partie} possibi 
picnics, etc. Two themes wil] p4 Supren 
employed in the drive, one using the thr 
a memo sheet torn from a pag Nov. 1: 
with the message “Don’t forget 
get ice for ”’, while the othe s Pilot 
theme will use cartoons depicting a simil 
several embarrassing  situationg ernmer 
that can develop if one runs gg plaint, 
of ice. In Good Housekeeping apf court | 
the Ladies’ Home Journal spagj Colum| 
will be taken in Nancy Sasserg so file 
column. behalf 
The association’s public The 


tie-in campaign with the oystg 
industry, patterned after thig poned 


year’s successful tie-in with th argume 
tea industry. Other companies will be 
with which the association } The 
conducted recent tie-in campaign sist of 
include Anheuser-Busch and W 
(Budweiser), Frankfort Distilley Judge | 
Corp. (Four Roses whisky), An i 
Swift & Co. (poultry). in the ; 
The association assesses alj when t' 
members who participate in thg its tric: 
campaign 144¢ per ton of ice proj when j 
duced. necessi 
used i 


# Protection and enlargement of availab 
an industry’s total market ig with it 
an industry-wide responsibility} story o 
and as important as the promotion 
a Mea 
Inc., fo 
ers a 
advice 
asked 
“Talent 
cussion 
might b 
Godfre 
prograr 
suggest 
wait a. 
set to | 
recepti: 
Liptc 
make ¢ 
a “It is possible,” he said, “thaf reasons 
if the tea industry hadn’t disf release 


of individual brands or produ 
Robert B. Smallwood, president 0 
Thomas J. Lipton Inc., and chair 
man of the Tea Council, told NAI 
members. 

Mr. Smallwood emphasized tha 
the efforts of individual compan 
properly conceived and carried 
out, enhance the over-all accept 
ance and use of the _ industry’ 
products, and that industry-wi 
efforts broaden the scope of : 
total market and make it easi 
for all companies in an industry 
to grow and prosper. 


covered industry selling Smith, 
years ago, tea might have “We 
extinguished eventually in would | 
country.” cause it 


As a result of the tea industry§ out re 


on TV. Batten, Barton, Durstine & | Current advertising campaign (AM retracts 
Osborn is the agency, and Video| Oct. 23), Mr. Smallwood said, t§ opinion 
Varieties will put the program on| consumption has increased. Hq would 
film. predicted that tea imports and git 
year will be greater than in than tl 

Capehart Adds McConnell year during the past quarter cel§ cording 
E. Hoy McConnell, formerly|t¥ty: The wholesale to retain the 
with Hotpoint Inc., has joined the | ™ovement of tea was up 8% in 1 vision j 
sales staff of Capehart-Farnsworth | first six months of 1950, he a reque 
Corp., Fort Wayne, Ind. compared with 1949. From 
— there vy 
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TV Color Fight 
Unabated; CBS 
‘Tgnores’ Suit 


(Continued from Page 1) 


r 6; 


je 1) 

opri There were indications that the 
grower hearing on Nov. 14 may bring an 
of early end to the color television 


dispute. 
that 
oppose a motion for summary 
oj judgment. Thus, except for the 
ia| possibility of an appeal to the 
J Supreme Court, 
the three-judge court following the 
4l Nov. 14 hearing will be final. 


hel @ Pilot Radio Corp., which dropped 
a similar action against the gov- 
4 ernment when RCA filed its com- 
uf plaint, on Monday petitioned the 
“court to intervene in the case. 
4 Columbia Broadcasting System al- 
so filed a motion to intervene in 
behalf of the FCC. 

The motion for summary judg- 

ment and the Pilot and CBS mo- 
4 tions to intervene all were post- 
poned until Nov. 14, when 
44 arguments for the injunction also 
§ will be heard. 
The three-judge court will con- 
ig sist of Federal Judges Sullivan 
and Walter La Buy, and Circuit 
Judge J. Earl Major. 

An important new development 
in the situation came in mid-week 
when the FCC asked RCA to make 
its tricolor television tube—which 
when perfected wili eliminate the 
necessity of the revolving disc now 
used in the Columbia system— 
available to CBS for experiments 
if with its approved color plan (see 
ity} story on Page 80). 


s Meanwhile, Thomas J. Lipton 
Inc., following protests from deal- 
ers against Arthur Godfrey’s 
advice to his AM-TV audiences, 
asked Columbia to see that 
“Talent Scouts” avoids “any dis- 
cussion of color television that 
might be considered controversial.” 
Godfrey, on the “Talent Scouts” 
program, sponsored by Lipton, had 
suggested that it might be well to 
wait a few months before buying a 
set to get one equipped for color 
reception. 

Lipton did not ask Godfrey to 
make any sort of a retraction for 
reasons explained in a statement 
released to the press by William B. 
Smith, advertising manager: 

“We believe that such retraction 
would defeat its own purpose be- 
cause it would be impossible with- 
out restating what is being 
retracted. And restatement of the 
opinions originally expressed 
4 Would tend to perpetuate them 
and give them wider circulation 
than that already received. Ac- 
cordingly, we feel we have acted 
in the best interest of the tele- 
vision industry by not making such 
a request.” 

From two separate quarters 
there were appeals to black-and- 
white set owners to exert their 
influence to get Congress to inter- 
vene in the disagreement. 
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# Dr. Allen B. DuMont, president 
of Allen B. DuMont Laboratories, 
who, in a closed circuit telecast to 
affiliates of the DuMont Network, 
teferred to CBS as the Color 
Broadcasting System, asked that 
“every television owner demand 
from his congressional and sena- 
torial candidates affirmative ef- 
forts to protect his investment” 
lin a b&w set]. 

In an open letter to congressmen, 
Dr. Orestes H. Caldwell, editorial 
director of Radio & Television Re- 
tailing, called for a “movement to 
block the FCC’s adoption of spin- 
Ning wheel color television 
through the intervention of mem- 
bers of Congress.” 

Billing itself as the store which 


RCA attorneys indicated | 
they probably would not) 


the decision of | 
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TRUE- FOCUS TELEVISION 
IS HERE Fao PHILCO 


CONFUSING—"How’s this for base trick- 
ery in the headlines and low deception 
in the copy?” inquired an AA reader 
who forwarded this Salt Lake City deal- 
er’s newspaper ad. The sets featured, of 
course, are b&w, but the impression given 
by the layout and headline is that they 
are color sets. 


sells more people TV sets than 
any other in the world, Macy’s, 
here, reassured its customers: 
“Any Macy-owned set you get can 
be adapted and converted to color 
reception ...as soon as the indus- 
try starts turning out the equip- 
ment.” 

Statements by several CBS 
spokesmen this week indicate that 
WCBS-TV, New York, hopes to 
start experimental color telecast- 
ing in a week or so. 


s Adrian Murphy, Columbia vice- 
president, told the Radio Execu- 
tives Club that the network expects 
to have substantial advertising 
support from the outset of its 
commercial color schedule. He 
said studio rehearsal charges 
would be less than those for b&w, 
production costs will probably be 
less (“We can do more with less 
on color”) and time charges will 
be “exceptionally small.” 

“A substantial number of sta- 
tions in all major markets” are 
expected to carry these pioneer 
telecasts, he stated, but he did 
not indicate which ones. 

WKRC-TV, Cincinnati, has an- 
nounced that it “will telecast 
color during fringe hours if and 
when available.” 

General Electric Co. reports it 
is continuing development of its 
all-electronic color television sys- 
tem—this one was not presented to 
the FCC—notwithstanding the 
commission’s decision, 


COY SAYS HALLICRAFTER 
AD WAS CONTEMPTIBLE 


WASHINGTON, Nov. 3—FCC 
Chairman Wayne Coy has written 
Hallicrafter Co. that its full- 
page ad in the Chicago Daily News 
Oct. 23 attacking the commission’s 
color TV decision was “pretty con- 
temptible.” (See editorial, Page 
19). 

He accused the company of tak- 
ing quotes out of context and fail- 
ing to give the public the whole 
story. 

“As to the ultimate wisdom of 
the commission’s decision,” he told 
Hallicrafter President W. J. Halli- 
gan, “you are most certainly en- 
titled to your opinion just as every- 
one else in the country is, whether 
it happens to agree with my opin- 
ion or not.” 

“But I firmly agree with Bern- 
ard Baruch’s observation: “Every 
man has a right to be wrong in 
his opinion, but not in his facts.” 


s Asserting that Hallicrafter’s 
products are much better than its 
propaganda, Chairman Coy wrote, 
“Color is on the way and the 
American people are going to be 
given an opportunity to enjoy it— 
if they wish.” 

“IT respectfully suggest to Halli- 
crafters that it follow the lead of 
some other progressive manufac- 
turers and begin to manufacture 
color sets, adapters and converters 


Last Minute News Flashes 


IH Industrial Power Products to Leo Burnett 


Cuicaco, Nov. 3—International Harvester Co. has named Leo Burnett 
Co., Chicago, to handle advertising of its industrial power products— 
crawler tractors and power units. These products were formerly han- 
dled by Aubrey, Moore & Wallace, which continues to handle farm 
tractors, other farm equipment, and refrigeration. Young & Rubicam, 
Chicago, handles IH motor truck advertising. 


Whitehall, RCA Sponsor ‘Operation Tandem’ 


New York, Nov. 3—NBC’s much-talked-about new sales device, 
“Operation Tandem,” will start swinging Nov. 5 with Whitehall Phar- 
macal Co. (John F. Murray Advertising Agency) and Radio Corp. of 
America (J. Walter Thompson Co.) as co-sponsors of five half-hours, 
including parts of “Dream Show,” featuring all the network’s stars. 
Each advertiser will pay approximately $50,000 weekly (time and 
talent) for co-sponsor billing on “NBC Symphony,” “Screen Guild 
Players,” “Duffy’s Tavern,” “Man Called X” and “Dream Show.” 


FTC Limits Movie Theater Ad Contracts to Year 


WASHINGTON, Nov. 3—The Federal Trade Commission today ordered 
four leading commercial film producers and distributors to limit their 
exclusive contracts with theaters to no more than one year. FTC said 
exclusive contracts were necessary because of the nature of the busi- 
ness but that contracts of more than a year’s duration tend to suppress 
competition. Companies involved: Reid H. Ray Film Industries (for- 
merly Ray-Bell Films Inc.), St. Paul; Alexander Film Co., Colorado 
Springs; United Film Service, Kansas City, and Motion Picture Ad- 
vertising Service Co., New Orleans. They handle about 75% of the 
contracts for commercial film showings. 


Nestle Plans Drive tor New Bouillon Cubes 


COLORADO SPRINGS, Nov. 3—Nestle Co. plans a six-month ad cam- 
paign beginning Nov. 30 to introduce a new product, Nestle’s bouillon 
cubes. Original plans, which the company today indicated might be 
changed, called for 100-line ads in 91 newspapers and The American 
Weekly. The company, which already markets Maggi’s bouillon cubes, 
eventually will have both brands competing in the same markets. 
Needham & Grohmann, New York, is handling the account. 


American Chicle Promotes New Cough Gum 

Lona IsLanp City, N. Y., Nov. 3—American Chicle Co. this week 
introduced its new Crawford’s cough gum, a menthol-impregnated 
chewing gum, in six of New York’s largest cities. Newspapers and spot 
radio are being used. The gum, packaged like Chiclets, sells for 10¢. 
Dancer-Fitzgerald-Sample is the agency. 


Grid-L-Rich Tests New Pancake Batter Mix 


Cuicaco, Nov. 3—Grid-L-Rich Inc. here is market testing a new 
pancake batter mix, Grid-L-Redi, in four New York boroughs, and 
will introduce it in Chicago in about two weeks. Newspaper ads run- 
ning in papers in the boroughs of Suffolk, Nassau, Kings and Queens 
are placed by J. D. Tarcher & Co., New York. The new mix is a liquid, 
comes in a one-pint carton, and is said to keep under refrigeration for 
about two weeks. 


Transtilm Names Basford; Other Late News 


e Transfilm Inc., New York producer of industrial films, now pre- 
paring to market a new transparency process, has appointed G. M. 
Basford Co. to handle its advertising. It had no previous agency. 


a Advertising of the Grapette Co., Camden, Ark., has been placed 
with Henri, Hurst & McDonald Inc., Chicago. Bryan & Bryan Adver- 
tising, Shreveport, La., formerly handled the account. 


e Serutan Co., Newark, will kick off its advertising campaign for 
Histaline, a children’s antihistamine, in the next month. Radio and 
newspapers will be used, though plans have not yet jelled. Serutan 
sponsors Edwin C. Hill, John B. Kennedy and Victor Lindlahr, all via 
ABC. Roy S. Durstine Inc. is the agency. 


e Jane Shaler, formerly with Harper’s Bazaar, has been appointed 
director of advertising and publicity for Adam Hat Stores, New York. 


e@ Philip Ritter Co., 50-year-old New York agency, has been purchased 
by Fred Smith & Co., New York public relations and business con- 
sultant. The agency, a charter Four A’s member, will be known as 
the Philip Ritter Co., a division of Fred Smith & Co., and will move to 
the Smith offices to be supervised by Mr. Smith. Philip Ritter III, 
who was president and majority stockholder of Ritter, will become 
associated with the Smith organization. 

e Richard Dana, radio writer, has joined Young & Rubicam, New York, 
as an assistant to David Levy, vice-president in charge of developing 
new radio and TV personalities and program ideas. 


of trying to shelve them so as not 
to interrupt the flow of profits 
from existing products.” 

The ad, titled “The Color Tele- 
vision Blunder,” claimed the com- 
mission contradicted itself because, 
as recently as Sept. 1, in its first 
color report, the commission said 
it must of necessity rely on indus- 
try experts for data and opinion. 


and let the American people de- 
cide for themselves whether they 
like this new dimension in tele- 
vision broadcasting.” 

He blasted Hallicrafter’s use of 
the expression “five men against 
the American way.” 

“The things that phrase, ‘the 
American way,’ stands for are 
sacred to me and I deeply resent 
attempts such as yours to debase 
the coinage through such a mali- 
cious smear campaign,” Chairman 
Coy wrote. “In my view, the Amer- 


s Chairman Coy pointed out that 
the paragraph which included his 
statement contained the sentence, 


ican way includes telling the peo- 
ple the truth, the whole truth, so 
that they can make up their minds 
on the basis of all the facts, in- 
stead of misleading them with one- 
sided attacks such as yours. 


mw “It means giving the people the 
advantage of new inventions as 
soon as they are developed instead 


“In weighing these recommenda- 
tions and expert opinions, we can- 
not overlook the fact that many of 
these same parties offered recom- 
mendations and expert opinion of 
the same kind as the basis of their 


‘advocacy in the 1946-47 hearing of 


the simultaneous system—a sys- 
tem which never survived field 


testing.” 
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It's Official: 
U.S. Population 
Is 150,697,361 


WASHINGTON, Nov. 2—The of- 
ficial population of the continental 
U. S. for the 17th decennial census 
was pegged today at 150,697,361. 
This is an increase of 19,028,086, 
or 14.5%, over 1940. 

The final figure is less than 150,- 
000 above the preliminary total 
released by the Census Bureau 
July 23. 

At the same time the bureau re- 
leased final figures for each of the 
states. Since nearly 1,000,000 in- 
dividuals were not included in the 
preliminary state figures released 
in July, final totals and percent- 
age changes are all slightly higher 
than the earlier figures. 


1950 Per Cent 
Population Change 
U. S. 150,697,361 14.5 
New England 9,314,453 10.4 
Middle Atlantic 30,163,533 9.5 
East North Central 399, 368 14.2 
West North Central 14,061,394 4.0 
South Atlantic 21,182,335 18.8 
East South Central 11,477,181 6.5 
West South Central 14,537,572 11.3 
Mountain 5,074,998 22.3 
Pacific 14,486,527 48.8 
New England: 
Maine 913,774 y 
New Hampshire 533,242 as 
Vermont 377,747 5.2 
Massachusetts 4,690,514 8.7 
Rhode Island 791,896 11.0 
Connecticut 2,007,280 17.4 
Middle Atlantic: 
New York 14,830,192 10.0 
New Jersey 4,835,329 16.2 
Pennsylvania 10,498,012 6.0 
East North Central: 
Ohio 7,946,627 15.0 
Indiana 3,934,224 14.8 
Illinois 8,712,176 10.3 
Michigan 6,371,766 21.2 
Wisconsin 3,434,575 9.5 
West North Central: 
Minnesota 2,982,48. 6.8 
Iowa 2,621,073 3.3 
Missouri 3,954,653 4.5 
North Dakota 619,636 —3.5 
South Dakota 1,652,740 15 
Nebraska 1,325,510 0.7 
Kansas 905, 5.8 
South Atlantic: “s 
Delaware 318, 19.4 
Maryland 2,343,001 28.6 
District of Columbia 802,178 21.0 
Virginia 3,318,680 23.9 
West Virginia 2,005,552 5.4 
North Carolina 4,061,929 13.7 
South Carolina 2,117,027 11.4 
Georgia 3,444,578 10.3 
Florida 2,771,305 46.1 
East South Central: 
Kentucky 2,944,806 3.5 
Tennessee 3,291,718 12.9 
Alabama — 3,061,743 8.1 
Mississippi 2,178,914 —0.2 
West South Central: 
Arkansas 1,909,511 —2.0 
Louisiana 2,683,516 13.5 
Oklahoma 2,233,351 —4.4 
Texas 7,711,194 20.2 
Mountain: 
Montana 591,024 5.6 
Idaho 637 12.1 
Wyoming 290,529 15.9 
Colorado 1,325,089 18.0 
New Mexico 681,187 28.1 
Arizona 749,587 50.1 
Utah 688,862 25.2 
Nevada 160,083 45.2 
Pacific: 
Washington 2,378,963 37.0 
Oregon 1,521,341 39.6 
California 10,586,223 53.3 


‘Tello-Test' Returns to Air 


As a result of technical modifica- 
tions in the handling of questions 
on Radio Featurers’ “Tello-Test,” 
Station WISN, Milwaukee, is again 
carrying the show. The quiz had 
been taken off the air due to an 
opinion by Wisconsin’s Attorney 
General Thomas Fairchild in 
which it as well as ABC’s “Stop 
the Music” and several other quiz 
programs were in violation of the 
state’s lottery laws (AA, Oct. 23). 


Hyland Rejoins Macfadden 


Philip D. Hyland, formerly with 
The American Weekly, has re- 
joined Macfadden Publications, 
New York, to represent the True 
Story Women’s Group. He had 
been with other Macfadden maga- 
zines before joining Hearst. 


Bourjois Appoints Godart 


Pierre Godart, formerly vice- 
president of Weco Products, has 
been named assistant to Norman 
F. Dahl, president of Bourjois Inc. 
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= KDAL 


SALES RESULTS 
FORECAST 
BMB FIGURES 


Says Arthur H. Lund 
Radio Director of 
Campbell-Mithun, Inc. 
Advertising — 


KDAL is a standout on our 
media list, with your 45%, 
nighttime, 51% daytime in- 
creases in BMB families and 
the Duluth-Superior Market 
radio tune-in, higher than 
national average. The BMB 
didn’t surprise us. We knew 
by the ever-widening area of 
influence of our Zinsmaster 
Bread Co. 10 P.M. News 
with Bill Kreuger. 


When we introduced... . 
“Brown 'n Serve” rolls, we 
used just an announcement 
on this program, saying that 
they would be available the 
following day in all stores. 
Almost every grocer con- 
tacted in the Duluth-Sup- 
erior area and on the Iron 
Range said he had heard the 
announcement. 


| congratulate KDAL on an 
effective selling job. 


DULUTH - SUPERIOR 
5000 WATTS 
ON 610 


\ 


NOT SO FANCY—Lucien Lelong says that 
it can sell its new French perfumes at a tremendous price saving. 


by osing these relatively cheap wrappings, 


Lelong Spurns the Fancy Perfume Bottle 


CuIcaGco, Nov. 2—Lucien Lelong 
Inc. is using 10 magazines and 13 
big-city newspapers to introduce 
its Parfum 6 and Parfum 7—each 
of which will retail at $9 per two- 
ounce bottle. 

Lelong, according to Irving Ser- 
wer Advertising Inc., is investing 
$250,000 in the belief that Amer- 
ican women will buy more per- 
fume, “if popularly priced.” The 
agency said the new perfumes, if 
packaged in the usual flossy bot- 
tle, label, container and wrapping, 
would retail at $20 an ounce. 

Lelong has cut packaging and 
production costs, it was said, and 
has assembled “the least expensive 
bottles, cardboard boxes and plain 
brown paper available.” 


@ The schedule includes Charm, 
Cosmopolitan, Glamour, Harper’s 
Bazaar, Mademoiselle, The New 
Yorker, Town & Country, Vogue 
and Beauty Fashions and Cosmet- 
ics & Toiletries. Newspapers in 
New York, Chicago, Detroit, Cleve- 
land, Pittsburgh, St. Louis, Min- 
neapolis, San Francisco, Los Ange- 
les, Dallas, Denver, Atlanta and In- 
dianapolis will carry 1,400-line 
ads. The campaign will run 
through December. 

The advertising for Nos. 6 and 7 
stresses that Lelong “dares to in- 
troduce fine French perfumes at 
$9 for a large 2-oz. bottle by strip- 
ping off the trimmings. By putting 
all the beauty, all the excitement 
inside the bottle, Lucien Lelong 
believes in perfume for use, day 
in, day out. Hence this radical 
move...these two magnificent 
new perfumes in the plainest, most 
inexpensive wrappings. Now you 
know that you’re paying for the 
perfume.” 


s Lelong’s president, Joseph Stein, 
told AA the move was taken in 
part because perfume makers have 


practically priced themselves out | 


of the market. He doubts that more 


perfume is sold today, despite 
higher consumer incomes and 
more advertising, than was sold 20 
years ago. 

Colognes, he pointed out, are 
much more reasonably priced. In 
fact, he added, many perfume 
makers maintain high-price per- 
fumes as a front for their larger 


Serwer agency’s figures on cost 
savings meant that fancy bottles 
usually cost more than their liquid 
contents, he said the $20-per-ounce 
figure mentioned was probably a 
little high. He would not say what 
Lelong’s bottles, labels, etc., cost. 
Some perfume cost figures were 
given last March by Fortune in 
an article on Tabu perfume, made 
by Dana Perfumes Inc. here. In 
that article, Fortune said a two- 
ounce bottle of one of Dana’s per- 
fumes “costs the customer $32.50 
(plus 20% tax); the retailer, 
$19.50; the manufacturer, less 
than $5.” Tabu, however, is sold 
in a comparatively plain bottle. 


Begins Swim Cap Campaign 


Pretty Products Inc., Coshocton, 
O., rubber products, is using trade 
publications, magazines, direct 
mail and point of sale for its 
swim cap promotion. Prettyware 
rubber housewares will be pro- 
r-oted in trade publications, cata- 
log sheets and direct mail. Leech 
Advertising Co., Cleveland, is 
handling the new program. 


Magnavox Elects Freimann 


Frank Freimann, executive vice- 
president of Magnavox Co., Fort 
Wayne, Ind., radio-phonographs 
and TV sets, has been elected 
president. He succeeds Richard A. 
O’Connor, who has been named 
chairman of the board. 


Fien & Schwerin Moves 


Fien & Schwerin Advertising 
Agency, Philadelphia, has moved 
| to the Packard Bldg., 15th and 
' Chestnut Sts. 


selling toilet waters. Asked if the 


FCC Asks that 
NBC Give CBS 
Tri-Color Tube 


WASHINGTON, Nov. 1—The Fed- 
eral Communications Commission 
moved methodically ahead this 
week toward the introduction of 
color TV, and the expansion of 
television into the ultra high fre- 
quency channels. 

Completely ignoring the legal 
proceedings against its color TV 
decision under way in Chicago, 
the commission wrote RCA, ask- 
ing it to make its direct-view, tri- 
color TV tubes available for testing 
in CBS’ field sequential color sys- 
tem. 

At the same time the commis- 
sion reported that its hearing on 
the use of the ultra high frequen- 
cies for television probably will 
be completed during November. 


s The commission wrote RCA that 
it is interested in seeing the direct- 
view, tri-color tube tested in the 
CBS color system, already ap- 
proved for commercial use begin- 
ning Nov. 20. 

In its report on color, the com- 
mission said it believed that the 
“mechanical” color disc, one of 
the most controversial features of 
CBS color, would be eliminated 
when a direct-view, tri-color tube 
became available. The CBS sys- 
tem would then be an “all-elec- 
tronic” system. 

The commission’s letter to RCA 
was prepared by three commis- 
sion members, including Commis- 
sioner George Sterling, who had 
dissented from the grant to CBS, 
and suggested additional time for 
testing other systems. 

The letter noted that RCA’s 
progress report of July 30 indi- 
cated a sufficient supply of tri- 
color tubes would be produced by 
fall, so that samples could be pro- 
vided for use by other industry 
members. 


a The commission reminded RCA 
that its own color experiments 
continue under special temporary 
authorizations. 

“In issuing such authorizations,” 
FCC wrote, “the commission ex- 
pects that the fruits derived from 
such research and development 
will be made available to the en- 
tire industry.” 

FCC said “it would be helpful 
if the CBS engineers could be 
given the necessary technical in- 
formation and operating instruc- 
tions, and could have the oppor- 
tunity to view the tubes selected 


A Real WALLOP! 


twice every month — packing 


to drag down the impact of 
in Kansas Farmer! 


it makes your figures jump! 


the world. 


Topeka, Kansas 


KANSAS FARMER Delivers 


Kansas Farmer goes into 117,771 homes 


that puts a real ring in your sales fig- 
ures. Here’s why: Kansas Farmer is the 
Kansan’s own farm paper, with plenty 
of facts and figures and back-fence news 
that Kansans use. There’s no dead wood 


Give the Kansas 
Farmer a trial and see for yourself how 


KANSAS FARMER 


Published by Capper Publications, 
largest agricultural press in 


Editorial and Business Office, 


a punch 


your ad 
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‘worthwhile saving, too! 


Advertising Age, November 6,4 


dver 

by you in operation of the R 
system.” Ea: 

Completion of FCC’s curre 
hearing on the use of UHF cle 
the way for the final phase of Net 
long television proceeding—the afl 
location of new channels to gp 


cific cities. Mc 
When the allocations are eon Sa: 
plete, FCC will be able to lift 
construction “freeze,” introdyed No 
Sept. 30, 1948. Early last mont 
Chairman Wayne Coy said he } NEw 
lieved construction permits woyjl pilled | 
begin to “flow” again next April, | gram — 
at mee 
Appoints Addison-Lewis all but 
Raymer Hardware Co., St. televis: 
builder’s hardware wholesaler, ha easterr 


sociates, Minneapolis, as its agen. Agenci 
cy. Trade publications and logy 


appointed Addison-Lewis & | Ameri« 
newspapers will be used. 


costs 
Three Appoint Haehnle cs 
Haehnle Advertising Inc., Cip. hat 


cinnati, has been appointed 44 
handle the accounts of Loroco Ip§ Advert 
dustries Inc., manufacturer sail 


shaper of papers for industry 


Midwest Mfg. Co., toys, and Cinfof man 
cinnati Oil Works Co. He c 
——~ that C! 

stations 
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MAILING OPERATIO 
HAVE IMPROVED AL 
SINCE ROMEO’S TIM 


When Romeo wanted to make...or bi 
...a date with Juliet, he tied a note 
fair-sized rock and heaved it thro 
Juliet’s window. It ran up old 
Capulet’s repair bills, of course, b 
saved Romeo a lot of time and tro 
in addressing, folding, collating, enc 
ing, sealing and stamping his mail. 


s Edwa 
tor of 
noted tk 
program 
devotes 
live sho 
Amon 
for the 1 
ing: 
1, Ar 
film shi 
thereby 


Romeo, you see, had more impo 
things than that on his mind. And 
you! There’s no reason why you sh 
devote your time and that of your 
ployees to such routine tasks, when @°Y re-us 
culation Associates will take themj 2. The 
your hands completely, do them bé#mission 
with experienced help who do not 3 nie. 
else, and complete them in less time tometi 

‘for less money than youare spending Desible 


Take the handling of publications @earried | 


house-organs as an example. Cir 4, Fil; 
Associates will maintain your list vised on 
Speedaumat, Addressograph or the lifti 
stencils, and will relieve you of all og'"© lifti 
tiresome and profitless mechanics Mr. 


agencies 
their cli 
"Tiding | 
pendent 


volved in the distribution of your p 
cation, regardless of the size of 
mailing list! 


Circulation Associates is geared | 
this sort of operation... for any maiffilms ar 
operation, in fact, whether it isa m4] Mark 
of a few hundred, a few thousatl{Americg 
many, many millions! No matter bointed 
large or how detailed the job mayb had 
are organized to handle it. And no 
charges 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD”... a special 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


CALL COLUMBUS 5-3150 


CIRCULATION ASSOCIA 


Typewriter, Hand or Stencil Addressing « Collating} 
ing and Enclosing « Stencil Cutting « Offset Lit 
« Letterpress Printing « Triple-Head Multig 

¢ Complete Direct-Mail Campaigns ¢ 


1745 Broadway » NEW YORK 19, 
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Munson Analyzes Cost 
Savings of Kinescope; 

No AM Rate Cuts: Wood 
t month 


d he b New YorK, Nov. 1—Radio was 
ts would billed over TV on the official pro- 
April, |gram but, as frequently happens 
at meetings these days, the latter 
; all but monopolized the radio and 
St. Pay| television production session at the 
aler, hajeastern annual conference of the 
| & AglAmerican Assn. of Advertising 
ts agen-Jagencies this week. 
nd locif predicting that full-hour time 
ests for a nighttime network 
yideo program may reach $60,000 
to $70,000 within the foreseeable 
future, Leonard T. Bush, Compton 
Advertising vice-president, said 
rer ang this raises the possibility that tele- 
yision may get beyond the reach 
of many advertisers. 

He called attention to the fact 
that CBS’ and NBC’s New York 
stations already charge more ($2,- 
500) for an hour of choice night 
\itime than they do for the same 
hour of their radio outlets. An 
| hour of night time on WCBS, New 
WWYork, costs $1,350, while WNBC 
charges $1,400. 


ire Com 
> lift th 
troduced 


Se 
LTE 
ul, s “This is the price of radio after 
' | __yg§2% some years of broadcasting and 
> | [BH based on 4,000,000 available sets,” 
_iiMr. Bush observed, adding that 
m™aTV has already exceeded radio’s 
LL Guitime costs with 1,400,000 sets 
ae available in this area. 
1 y In answer to a question from the 
‘I floor, Willson M. Tuttle, vice-pres- 


ident of Ruthrauff & Ryan, said 
-. 
Acai. 


he believes an agency should be 
able to ask its client to underwrite 
the costs of kinescoping of shows 
under consideration for him. 

“Sometimes a bad idea on 
Kinescope may win out over a 
better program idea which is in 
mere script form,” Mr. Tuttle told 
the group. 
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«Edward L. Munson Jr., direc- 
tor of NBC’s TV film division, 
noted the trend toward more film 
programming in video, which now 
devotes 25% of its time to non- 
live shows. 

Among the factors responsible 
for the trend, he listed the follow- 
ing: 

1, An advertiser can use a 
flm show more than once and 
thereby amortize some of the costs 
by re-use. 

2. The high cost of cable trans- 
#mission for live programs. 

3. Difficulty in time clearances; 
sometimes live clearance is im- 
Possible, but the program can be 
carried on film or kinescope. 

4. Film programs can be tele- 
vised on new stations added after 
the lifting of the freeze. 

Mr. Munson suggested that 
agencies might be able to improve 
their clients’ film commercials by 
‘riding herd harder on the inde- 
red #2endent film producers” while the 
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a 
a naiffilms are actually being made. 

-isam) Mark Woods, vice-chairman, 
re American Broadcasting Co., who 
=a ye Pinted out that network radio has 


had no general increase in time 


_ And E 
charges in many years, asserted 


Network Time May Go to $70,000 


that “radio can’t afford to reduce 
rates.” He said networks would 
“drop into the red quickly” if 
they yield on this point. 


s A question from Myron P. Kirk, 
Kudner Agency vice-president, 
who asked why such successful 
| broadcasts as Phil Harris’ show 
and “Duffy’s Tavern” are going 
begging for a sponsor this season, 
led the discussion to the problem 
of radio costs. 

In his prepared speech, which 
dealt mainly with AM, Mr. Woods 
said the radio business is “at a 
new high. Radios are out-selling 
television sets two to one. A great 
proportion of these radio sets are 
being purchased by owners of tele- 
vision receivers.” 

On one hand, he hailed “tele- 
vision as the greatest medium ever 
conceived by man”; on the other, 
he saluted “radio as the only 
medium through which an adver- 
tiser can economically reach the 
vast bulk of American homes with 
heavy frequency of impression.” 


s Frank Stanton, CBS president, 
prophesied that TV programs will 
eventually be 100% color. He said 
New Yorkers will get an oppor- 
tunity to see color video at “some 
location on 5th Avenue” about 
mid-November. 

Fred Rickey, Columbia color TV 
producer, said the basic costs of 
producing a color telecast—sets, 
lights, costumes, etc.—will be 
about the same as those for a 
corresponding b&w program. 

The radio-TV time buying sec- 
tion of the media session was 
strictly a question and answer 
meeting, with Linnea Nelson of 
J. Walter Thompson Co. presiding. 

Frank Silvernail of Batten, Bar- 
ton, Durstine & Osborn voiced the 
opinion that the same _ person 
should be assigned to handle radio 
and television buying for a par- 
ticular client to avoid intra-agency 
battles between AM and TV buy- 
ers. 

On the other hand, the panel 
agreed that station and networks 
do a better job when they separate 
for radio and television sales, treat- 
ing each as an altogether different 
medium. 


@ The importance of time buy- 
ers having an understanding of 
other media as well as their own 
was emphasized by R. H. Crooker 
Jr. of Campbell-Ewald Co., who 
also called attention to the need 
for standardization in length of 
chain breaks. 

Radio, refusing to yield the line 
on time rates, is offering cut-rate 
prices on its programs, Miss Nel- 
son said. This is not a healthy 
sign and we should be sure that 
such shows are really bargains be- 
fore we buy, she said. 

Dr. Kenneth Baker, research di- 
rector, National Assn. of Broad- 
casters, called upon the agencies 
to “convince the broadcasters of 
your need for a uniform measure- 
ment for radio. Unless you do, 
Broadcast Measurement Bureau 


Study No. 2 will be the last.” 
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fir. | @ SERVICE BINDERY CO., INC. * 
Aultig and subsidiary 
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SERVICE MOUNTING & FINISHING CO. 
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The Miracle of 


on 


the Moving Van 


| watch ¢ family mowing ows of 4 house ~ ur moving in’? You wonder 


where they 


A MANON CONSTANTLY OM THE 


4 ae ty raters then te Usted Trae vl Seat te an se 


on earner nennerenine wenn 


fe gring ~or where they came fom. You never wonder shout 


thet complete freedom wo go and come as chey chaome — 09 live where they 
please ~ co pick up and go whenever the spirit moves chem. 

They need no parmpurt or vines No wtencury cards. They need not register 
with the loa! police when they antiveor ak perminion of anyone to leave. 
That's the miracke of the mowing van, here in America. le all wo many comm- 
tries today, chat miracle doesn't happen. People arc told where w live or 
mowed overnight in cold hox cars and never wid where they're going 


The Uoited States of Amersce is a wondertul place to lve and move sround ia! 


SPONSOR'S NAME 


ee 


PORTRAIT OF AMERICA—This is one of a series of 52 full-page ads with a new 
down-to-earth slant being brought out by Harcon Inc., for sponsorship by newspapers 
and local advertisers (AA, Oct. 30). 


Fort Worth, Dallas 
TV Time Division 
Protested by FCC 


WASHINGTON, Nov. 1—The Fed- 
eral Communications Commission 
today objected to NBC and ABC 
affiliation contracts, which pre- 
vent WBAP-TV, Fort Worth, and 
WFAA-TV, Dallas, from carrying 
the same network programs simul- 
taneously. 

In letters to the networks, FCC 
said it considers that WFAA-TV 
and WBAP-TV are serving sub- 
stantially different areas. Chain 
broadcast regulations prevent sta- 
tions in one area from interfering 
with network broadcasts by sta- 
tions in other areas. 

Under NBC and ABC affiliation 


contracts with the two stations, 
the broadcast week of each net- 
work was evenly divided between 
the stations. 

FCC noted that sponsors using a 
single station in the Dallas-Fort 
Worth area would have been limit- 
ed to the Fort Worth station if the 
program originated in a period 
specified in the contract with the 
Fort Worth station, or to the Dallas 
station, if the program originated 
in a period specified in the con- 
tract with the Dallas station. 


Audit Bureau Names Gazley 
Audit Bureau of Circulations, 
Chicago, has named Carl Gazley, 
promotion activities supervisor, as 
an assistant managing director. 
William F. Hoffman, assistant 
managing director since 1939, will 
continue in that position with 
headquarters in New York. 


Variety can spice your ads 
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BIGGEST FLAVOR BARGAINS IN TOWN 


ee ge 
SHOWMANSHIP. They’re big! They’re 
colorful! They’re seen and remem- 
bered! Yes, with Outdoor panels 
you utilize every trick in the theat- 
rical kit to get results from your 
ads. Let GOA Showmanship go 


Silver Anniversary Year 1950 


General 


to work for you now! 
Outdoor Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


*xCovers 1400 q 
leading cities \\ 
and towns 


81 


‘N. Y. Times’ Ups Price 


The price of the Sunday edition 
of the New York Times was raised 
Nov. 5 from 20¢ to 25¢ outside a 
50-mile radius of New York City. 
The 15¢ retail price of the Sunday 
edition within the metropolitan 
area remains unchanged. There 
will be no change in the price of 
the daily edition. Other New York 
dailies with Sunday editions told 
AA they have no immediate plans 
for increasing their retail prices. 


Moves Circulation Offices 

Ziff-Davis Publishing Co.’s cir- 
culation and _ promotion staff, 
headed by Harry G. Strong, vice- 
president and circulation director, 
has moved its headquarters to New 
York from the publishers’ general 
office in Chicago. The subscription 
fulfillment department, however, 
remains in Chicago. 


Henry Named Ad Manager 


Willson Products Inc., Reading, 
Pa., sun glass and safety equip- 
ment manufacturer, has appointed 
Robert P. Henry, formerly sales 
promotion manager of Sunroc Co., 
as advertising manager. 
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These HAIRE leaders are "MUSTS 
for 1951 SELLING 


CORSET & UNDERWEAR REVIEW 
— carries more advertising in this 
field than any other trade publica- 
tion. Largest specialized ABC paid 
circulation. 


INFANTS’ & CHILDREN’S REVIEW 
— The authority on infants’, chil- 
dren’s, teen age and girls’ wear. 
The only publication in the field 
with ABC paid circulation. The ad- 
vertising leader. 


HANDBAGS AND ACCESSORIES — The only specialized publication 
serving handbag and accessories buyers. ABC paid circulation. Al- 
ways the advertising leader in this field. 


LUGGAGE & LEATHER GOODS — The only trade magazine devoted ex- 
clusively to the buyers of luggage and personal leather goods . . . ABC 
paid circulation. Advertisers are the who’s who of the industry. 


NOTION & NOVELTY REVIEW — The top specialized trade publication 
for notion and art needlework buyers. The advertising leader and the 
only one in the field with ABC paid circulation. 


COSMETICS & TOILETRIES — newest of Haire Publications. Supplies 
the greatest need of this field—strong merchandising helps and point- 
of-sale influence. Has won the acclaim of leading buyers, top manu- 
facturers and advertising agencies. 


Pick the Haire specialist in your field to do the best trade advertising for you in 1951 
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HAIRE PUBLICATIONS ARE MORE EFFECTIVE BECAUSE THEY’RE MORE SEL; 
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message to advertisers now working on 1951 schedules | 
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